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NE my feel it 


KING COTTON it's T 0 li GC | 
CLOTHESLINE Alaa ee 


This new clothesline is a real value. 
It's the best grade which will really 
sell in volume. And this is a NEW cord 

. .@ new type of construction with 
a tighter, more uniform braid which 
gives you a tough, heavier, more 
durable cord. 


Connected 50 ft. hanks of sizes 6 
and 7 are packaged in individual 
polyethylene bags; high display visi- 
bility for the product and complete 
protection from dirt, dust and 
handling abuse. 


105 Duone Street * New York 8, N. Y. 


CLIP THIS COUPON 
FOR FREE SAMPLE 


King Cotton Cordage 
105 Duane Street 
New York 8, New York 


Please send me a sample of the NEW 
King Cotton Clothesline. 


Name 
Address 
City 


My Jobber is 


wenn enn === -- 5 
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MIRRO-MATIC Pressure Pan 


-qt. (il . Retai 
MIRRO Copper-Tone Bread Box 4-qt. (illustrated). Retail, $13.95 


— 2¥4-qt. Retail, $12.95 
With center shelf and cutting ee » fee 6-qt. Retail, $20.95 
board in door. a 


8-qt. Retail, $22.95 
17x11x94”’. Retail, $12.95 16-qt. Retail, $29.95 


7 each with rack and recipe book 


MIRRO Copper-Tone Mold Set 
aa 5 molds, boxed, 2% to 4-cup 
4 capacities. Retail, $6.45 


1 OF, a 
<a, dita 


Guaranteed by > 
Good Housekeeping 


for Y 
45 aovewnrseo WARS 


MIRRO Copper-Tone MIRRO Copper-Tone 
Cake Carrier 


Canister Set 
Popular, positive-locking cover, MIRRO Popcorn Po 1Y, 2, 3, and 4-40. capacities, 
11%" diam. Retail, $6.50 7 rep Fopper ’ 
7 24% -qt. with cord. Retail, $7.95 complete. Retail, $98.58 


Chrome MIRRO-MATIC MIRRO-MATIC Electric Pressure Pan, MIRRO Bail-Handle MIRRO Cooky and Pastry MIRRO Gold-Tone Alumilite Chrome MIRRO-MATIC 
Electric Percolator, 8-cup. 4-qt., with cord, rack and recipe book, Bun Warmer. Press, 16-pc. Set. Cocktail Set. Shaker, Jigger Electric Percolator, 9-cup. 
Retail, $21.95 Fed. Tax incl. Retail, $29.95 Retail, $4.95 Retail, $3.25 and Tongs. Retail, $4.35 Retail, $18.95 








ALUMINUM GOODS MANUFACTURING COMPANY ® MANITOWOC, WISCONSIN 
Fifth Avenue Bidg., New York 10 ° Merchandise Mart, Chicago 54 
WORLD'S LARGEST MANUFACTURER OF ALUMINUM COOKING UTENSILS 
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Model 4460—10-cup, 


$2995 
Model 4461—in copper, $32.95 
Model 4458—8-cup, $24.95 











THE BELLE OF THEM ALL... 


the all-new Coffeematic for 56—more beauty, 
more value in America’s No. 1 coffeemaker 


Outmoding all others, these fabulous new Universal 
Coffeematics are rocketing sales to a new high. 
P There’s new beauty in their graceful, modern lines... 
perfect performance in their fast, automatic action. 
And to make this the greatest Christmas ever, 





Universal ties it in with the SANTA CLAUS CLUB... FLAVOR-SELECTOR REDI-LITE HEAT SENTINEL 

the biggest merchandising plan of the industry Gives you coffee to Glows to show you Keeps coffee at per- 
. with $25,000 in prizes for your customers and the exact strength coffee is done...no —_—_feet serving temper- 

a duplicate for retailers. See your distributor today! you choose... just watching or wait- ature with no in- 






set it and forget it! ing! It’s automatic! crease in strength! 


Everything points to the I 51¢ y Y EA R ! LANDERS, FRARY & CLARK + NEW BRITAIN, CONN. 
For Details Circle 3 on INQUIRY CARD 
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BOYCO 
GO 


oh 


HANDLES 
THROUGH 













ing test they surpassed other brands in 
warp resistance, splinter resistance and 
weather resistance... for the simple rea- 
son each Black Beauty handle is exposed to 
an equally severe processing through which 
only the toughest survive. 














It’s rugged wood that can survive 50 con- 
secutive hours of an alternating pressured 
stream of water and high degree heat with- 
out showing any sign of wear! 

That’s the record set by BOYCO’s Black 
Beauty handles. In an independent weather- 


OJAOFP= 








Boyco’s grain-hardening process then requires each 
handle be steel brushed, hand sanded to perfection, 
treated with a secret seal and polished on high-speed 
lathes. A careful inspection rejects any handle with 
the slightest imperfection, passes only the finest. 


Hand-selected, Grade “‘A”’ ash wood Black Beauty 
handles are individually fired in a white-hot furnace 
to reduce splintering and warping by sealing moisture 
in the wood and preventing outside moisture from 
seeping in. Only the prime wood survives the heat. 






BOYCO handles sell! Remember this when placing your next order for delivery from your local hardware jobber. 


UNITED STATES STEEL PRODUCTS 


5100 SANTA FE AVENUE, LOS ANGELES, CALIFORNIA * 1849 OAK STREET, ALAMEDA, CALIFORNIA 
DIVISION 


eo ee ee ee ee 
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Health-o-Meter Model 97 gives you a tre- 
mendous sales edge over other scales, because it 
is designed to satisfy —even those hard-to-please 
customers! Sleek, slim, streamlined—the 
Model 97 comes in bright, eye-catching enamel 
finished colors; accentuated by sparkling 
chrome trim. Soft, pastel, baked-on enamel 
colors blend beautifully with every decor. 
Health-o-Meter Model 97 is as functional 
as it is beautiful! Easy lifting built-in handle 


Health-o-Meter Wodel,4/ 


. smart new style with panoramic dial! 


eeeceeee 


SOOO OO REESE EEE EEE OHEHHE HEE HEH ESESETESEEEE 


reasons why 
shoppers buy 


“Scale with the Lift”’ 
is the easiest ever to 
lat- Galeit—) 


makes moving simple and sure. Full 260-lb. 
capacity “Panoramic Dial” tells the truth to 
customers—everytime! And because the Model 
97 is precision-built, it gives perfect weight- 
watching service year after year. 
Health-o-Meter Model 97 is the most prac- 
tical scale dealers can sell. And profitable is 
the word for dealers carrying them. Write 
Health-o-Meter Model 97 on your next order, 
and help yourself to an extra share of sales! 


America’s weight-watcher since 7979 Health-o-Meter 


Continental Scale Corporation » $701 Claremont Avenue + Chicago 36, Iinois 
For Details Circle 5 on INQUIRY CARD 
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COMMEN T — 


There Is a Profit in Your Futures 


Again we are entering the period when heavy purchases are 
made on a future basis. This system of buying futures is tra- 
ditional with the hardware field. 


However, more than a third of the proprietors of retail hard- 
ware stores are new in this field since the war. It is this group of 
newcomers, rather than the old-timers, who are not altogether 
convinced of the value of buying futures. Their usual attitude 
towards this subject is that it benefits others in the industry 
and not them. 


To refute this it is only necessary to state that if there were 
not a profit to retailers in buying futures, the system would never 
have lasted as long as it has. Retailers do not follow customs of 
investing money in goods only for the benefit of others. It would 
not be wise. Dealers have to be always on the alert to make their 
dollars move around the trading cycle fast enough to keep bring- 
ing in profits. 


Manufacturers first devised the plan of futures because it did 
help them organize their manufacturing season over a longer 
period of time on seasonal goods. It was also very helpful in 
getting an estimate on a sounder basis than just plain guess 
work. However, to make the system work it was devised so that 
it did mean profits for the dealer. 


Dating and other plans definitely are an advantage for the 
dealer and helps him keep his dollars liquid while he is assured 
of delivery of ample stock when he needs it. And having ample 
stock is one of the best answers to futures that I know of. If it 
were not for futures most manufacturers would have a tendency 
to under produce rather than over produce, and many dealers 
would find themselves unable to procure merchandise which they 
can sell and keep their dollars moving. It is for this reason more 
than any other that the system continues year after year and 
the reason why more and more newcomers are subscribing to 
the program. 


They subscribe because there is a profit in their futures. 


SWtlillta heen 


OUR READERS WRITE 


..- to the Editor 





Saves Time With Inquiry Card 


Gentlemen : 
Your inquiry card is a splendid 
time-saving idea. 
L. C. Greengrove 
The Glass Co. 
535 Washington Ave. 
Belleville, N. J. 


“Joker's” Prank Costly 


Dear Sir: 

We recently received from a man- 
ufacturer a follow-up note regarding 
an inquiry from a hardware store in 
Kendrick, Idaho. This is a small town 
located about 24 miles away from the 
nearest distributing point which we 
usually cover. However, our repre- 
sentative made a special trip into 
Kendrick to follow up this inquiry 
only to find when he got there that 
one of the jobber salesmen covering 
that account had played what he con- 
sidered to be a practical joke on the 
customer by cutting out a number of 
advertisements and mailing them to 
the different factories using the name 
of this customer. The result, of course, 
was the sending of a number of letters 
to the customer and no doubt a num- 


: Davis Quality 


ber of fruitless trips on the part of 
other salesmen besides our own. 

We did not learn the name of this 
“practical” joker or the jobber whom 
he represents, but think that you 
might well publish this incident and 
let any would-be “jokers” realize the 
cost of their pranks. 

Frederick Johnson 
Frederick Johnson Company 
Seattle 99, Wash. 


He Was There in 1906 


Gentlemen: 

To answer your question on page 23 
of the July issue of your HARDWARE 
Wortp (“Where Were You in 
1906?”): I went to work for Dunham, 
Carrigan & Hayden Company March 
1, 1905. So in 1906 I was working for 
them. 

I left them March 1, 1922 to enter 
into the manufacturers agency busi- 
ness and have been calling on the 
hardware, plumbing and mill supply 
jobbers ever since. 

January 1, 1952 my son Leland E. 
Green, Jr., formed a partnership with 
me and we are working together. 

So I have been in the hardware 
business a little over 50 years. Con- 


gratulations to you on your Golden 
Anniversary. 
Leland E. Green 
Leland E. Green Co. 
600 Sixteenth St. 
Oakland 12, California 


Likes Story About Firm 


Dear Sir: 

I wish to thank you for the very fine 
article entitled “The Vinton Story” 
in the recent issue of HARDWARE 
WORLD. 

It is about the nicest thing that has 
ever happened to us at The Vinton 
Company. We have been getting no 
end of comments from this story, 
which is most gratifying. 

J. E. Moylan, President 
The Vinton Company 
Portland, Oregon 


Wants Extra Copies 
Dear Sir: 

I want to thank you for the nice ar- 
ticle in the July issue on our Hawaiian 
Branch operation. 

If you have any extra copies of that 
article I would appreciate a dozen or 
So. 

Curtiss Hayden, Jr. 

Vice President 

Dunham, Carrigan & Hayden Co. 

San Francisco, Calif. 





DAVIS GALVANIZED 
TWISTED WIRE STRAND 


For clotheslines, guy wire, general industry 


50’-100’ coils in 





TABLE OF LENGTHS AND SIZES 





= a 

eoki: eng’ 

Strength ‘lbs ) (ft.) 
260 50 


continuous lengths 


1000’ center unwinding 
tangle-free coil 


























7. 
-|—| <a ~=a¥ ae ---33 £ 
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AVAILABLE IN THESE SIZES 








Also manufacturers of: @ Merchant Wire @ Stone Wire @ Tie Wire 

@ Hardware Cloth @ Poultry Netting e Baler Wire @ Bale Ties e Welded 

Fabric @ Stucco Netting e Garment Hangers @ Weaving Wire @ Tag Wire 
@ Seizing Strand @ Florist Wire @ Wire Rope 


K. H. DAVIS WIRE & CABLE CORP. 


2226 Santa Fe Avenue, Los Angeles 58, California 


6 
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Standard outside 
wound on spool 


Standard outside 
wound on wood reel 
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New handy handle 
helps sales! 





New, streamlined, 
“snap-on” handle is sturdy 
and adjustable to user’s 
height. Fingertip throttle 
control permits 
changing engine speed 
without stooping or 
stopping. Toe-tip 
control safety latch. 
Handle stands 

upright for 

\ compact storage. 


\ 



































CELO-°GLASS 





BIGGEST 


COMBINATION IN 
THE WINDOW MATERIALS 





INDUSTRY! 


1956 SPECIAL! CEL-O-GLASS 


REPLACING R-V-LITE 


300-CW and 
R-V-LITE 800-CW 















new: 


THREE 
STORMLITE 
KITS 


Now there are three Stormlite Kits, all 
complete, ready for installation. Two 
weights. 


No. 24SL. Stormlite Kit. Contains 
regular weight polyethylene (36” x 72") 
complete with nails, water-repellent 
molding strips, instructions. 
SUGGESTED RETAIL PRICE, 39c each. 


24-SLH Stormlite Kit. Heavyweight 
polyethylene sheeting (36” x 72”) with 
weather-resistant molding strips, nails, 
complete instructions. 

SUGGESTED RETAIL PRICE, 69c eoch. 


24-SLT Stormlite Kit. Regular weight 
polyethylene sheeting (36” x 72”) with 


18’ roll of pressure-sensitive tape. 
Recommended for indoor installation. 
SUGGESTED RETAIL 


PRICE, 69c each. 








You can be sure, when you offer your customer Cel-O-Glass, 
that you’re selling him the very best! Recognized everywhere 
as the heaviest and best quality window material made, Cel-O- 


Glass is made with more plastic per square yard than any similar 
roduct. And to make sure it will take hard usage and assure 


finest! 







R-V-LITE 
PLASTIC 
SHEETING ss 


Wide polyethylene sheeting of out- 
standing quality. Ideal for any purpose 
where plastic sheeting is used .. . 
furniture and appliance covers, drop 
cloths, crib liners, tool and machinery 
protection, silo linings. 

Lightweight plastic sheeting, 2-mil 
thickness, 9’ wide, on 30” roll. 

SUGGESTED RETAIL PRICE, 16c lineal foot. 


HEAVYWEIGHT PLASTIC SHEETING — 4-MiIL 


SUGGESTED RETAIL PRICES 
1012’ width, folded to 63”, in 


DE ME Seas sv ecaceess 26c lin. ft 
12’ width, folded to 72”, in 

PY RG inches soso nce 30c lin. ft. 
14 width, folded to 84”, in 

RE ae 35¢ lin. ft. 
1612’ width, folded to 99”, in 

Pee NG sh ohssiabetanes 42c lin. ft. 











onger service life, Cel-O-Glass is laboratory tested, quality 
controlled, to maintain constant superiority! 


CEL-O-GLASS 14 MESH. 14 x 14 mesh galvanized wire, coated 
evenly and smoothly with extra-heavy tough liquid plastic. The 


SUGGESTED RETAIL PRICE, APPROX. 17c per square foot. 


CEL-O-GLASS 10 x 9 MESH. Heavily galvanized wire screen, 
10 x 9 mesh, coated with liquid plastic. Outstanding quality! 


SUGGESTED RETAIL PRICE APPROX. 14c per square foot. 


R-V-LITE 

RIBBED 
PLASTIC FLOOR RUNNER 
(30 wide) 


New with R-V-Lite this year, and a real 
work-saver for homemakers! Extra- 
heavy-weight plastic floor runner, 
ribbed to prevent slippage. Perfect pro- 
tection for rugs, carpets, stair runners. 
Also used in offices, factories, schools. 
Clear plastic only, no colors to fade or 
run. Acid-, alkali-proof. 


SUGGESTED RETAIL PRICE, 33c lineal foot. 
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The 49er 


5-roll 26-inch rack 
with choice of 
stock 


Holds and displays 
five full rolls of 
R-V-Lite. All-metal 
frame, special 
measuring shelf, 
steel rule. Height 
57", requires only 
22” x 38” floor space. 
Baked enamel 
finish. (39 Ibs.) No. 49er. With $49.00 (mini- 
ni OI io 06 cava hadi kaereseune $6.00 


8-ROLL DISPLAY RACK 
Clean, compact ¢_ SXALYE R 
DeLuxe rack that “on 
shows eight 36” 
rolls of window 
material. All metal, 
with measuring 
shelf and rule. 
No.R-V-600-D. Dis- 
play and 4 rolls of 
material: 50’ Roll CEL- 
O-GLASS 10x9; 50’ 
Roll R-V-LITE No. 
700-W; 150’ Roll i 
R-V-LITE No. 15-V; 150’ Roll R-V-LITE No. 
SE SEO, cit was wacanerduddse $89.81 
(Includes $14.25 price of fixture.) 

No. R-V-650-FO. Fixture only 

a ve ehh yw ackie 6 ome $14.25 








TRIPLE ROLL DISPLAY 


Colorful, eye-catching. Made of tough 
200-lb. test double-faced corrugated 
board. Easy to assemble. SPECIAL OFFER: 
TRIPLE ROLL DISPLAY FREE WITH 50’ Roll, 
30” R-V-LITE 15-V; 50’ Roll, 48” R-V-LITE 
15-V; 150’ Roll, 36” R-V-LITE 15-V... $45.51 


— COUNTER 
new: 


Added con- 
venience, a } 
real time 
ee ae 
Marvel Counter measures accurately as 
you pull window materials off roll. 
Attaches to either 49er or 8-Roll Display. 
Marvel Counter (2 Ibs.). . $7.95 





PONDEROSA PINE 
MOLDING STRIPS 


Exactly right for plastic storm 
window and door installation, 
but may be used with wire 
screening. Smooth finish, with 
rounded corners. 3’ long, ¥e" x Va". 
Self-display carton. 


No.250-S (27 Ibs.)...... $12.50 
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No. 100-C 
Green Cotton 
Reinforced 


Two layers of tough, 
heavy transparent 
plastic fused over 
twisted 4" mesh 
cotton. 


SUGGESTED RETAIL PRICE . . . 72c yard. 


No. 700-W 
Aluminum Wire 
Reinforced 


Rustproof aluminum 
wire, 4" mesh, 
bonded between 
layers of tough, clear 
plastic. Very light 
weight, exceptionally 
strong. 


SUGGESTED RETAIL PRICE . . . $1.05 yard. 


No. 400-T 
Wax Impregnated 


Fabric 
Bie tess Ag Sturdy woven cotton 
° 
= 


fabric, evenly coated 
with wax of high melt- 
ing point. 


SUGGESTED RETAIL PRICE . . . 54c sq. yd. 


No. 200-P 
Saran Plastic 
Reinforced 


Nationally-known 
Saran 4” mesh, be- 
tween two layers of 
clear, tough plastic. 
Exceptionally trans- 
parent. 


SUGGESTED RETAIL PRICE . . . 93c sq. yd. 


No. 15-V 
Clear Vinyl 


Extra strong, heavy- 
weight 4-mil vinyl 
plastic of outstanding 
clarity. This is the 
finest of window ma- 
terial plastics ... re- 
sists tearing, offers added protection. 


SUGGESTED RETAIL PRICES 


30” Width, 72c li. yd., 36” Width, 78¢ li. yd. 
48” Width, $1.04 li. yd. 





WEATHERPROOF KRAFT-DOOR 


with Windopane 

| Everything is included with 
this storm door kit that sells 
) for less than a dollar! Heavy 
| kraft sheet 36” x 84”, with 
heavy plastic window, in- 
cluding necessary Impervo 
fibre molding strips and 
nails. Full instructions. 12 
i units to carton. 


SUGGESTED RETAIL PRICE . . . 89c each 
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“THRIFT-O-PANE” 
THE ECONOMY LINE 


a 1 

Strong, clear, good quality material 
competitively priced for fast, easy turn- 
over. 

No. T4V 

SUGGESTED RETAIL PRICE . . . 59 li. yd. 





Durable 4 x 4 cotton mesh, fused be- 
tween layers of tough, transparent 
plastic film. Low-priced for quick sale. 
No. T50-C 

SUGGESTED RETAIL PRICE. . . 45c li. yd. 


Waxlite 


Budget-priced durable window ma- 
terial, tough cotton fabric impregnated 
with high-melting-point wax. Water 
repellent. 

No. TW 


SUGGESTED RETAIL PRICE .. . 4lc li. yd. 


4. Thrift-O-Pane 
14 Mesh 


Galvanized wire mesh, 14 x 14, coated 
with long-lasting plastic. Good quality 
at new low prices. 


No. 114 
SUGGESTED RETAIL PRICE . . . 13c sq. ft. 


Ready-To-Install STORM PANES 
INDIVIDUALLY 
PACKAGED 


R-V-Lite Storm Panes 
in choice of two ma- 
terials, complete with 
molding strips and 
nails. Full instructions. 


No. 36-SP. Clear Vinyl 
Storm Panes, 2-mil. 36 
units to carton. 36x72”. 
SUGGESTED RETAIL 

SU a s siden 96c ea. 


No. 12-SP. Cotton Rein- 
forced 4x4 Mesh Storm 
Panes. 36x72". 12 units 
to carton. 

SUGGESTED RETAIL 
ee $1.29 ea. 

















The Line with More 


FOR INDEPENDENT DEALERS? 


SELL THE 


‘?> 
iat 
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Order Today from Your 
MARTINWARE WHOLESALER 


Billings Hdwe. Co. 
Drake Hdwe. Co. 
Dunham, Corrigan & Hayden Co.; San Francisco, Cal. 
Farwell, Ozmun, Kirk & Co. 
Hassco, Inc. 


Billings, Mont. Milwaukee, Wis. 
Springfield, Mo. 


Grand Junction, Colo.; 


John Péltzhaft HdWerCo. 
Rogers & i dwinHawe. Co. 
Salt LokigcHerdware ‘Co. 

St. Paul, Minn. Boise, & ; Salt 
Denver, Colo. ‘ 


Burlington, lowa 






inland Hardware Co. Pasco, Wash. 
Minneapolis, Minn. 


Spokane, Wash. 


Janney-Semple-Hill & Co. 
Jensen-Byrd Co. 


"kike City, Utah 
= 







Seattle H °. Seattle, Wash. 
Strevell-Po Salt Lake City, Utah 
Townley Meé Kansas City, Mo, 






Union Hdwed Los Angeles, Cal. 





Luthe Hdwe. Co. 
May Hdwe. Co. 






Des Moines, lowa 
Portland, Ore. 


Isaac Walkerg 
Wright & Wif 


Peoria, Ill. 
Omaha, Neb. 












GENERAL METALWARE COMPANY 


Minneapolis 13, Minnesota 
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—By N. R. REGEIMBAL 










WESTERNERS 





Chilton News Bureau, Washington, D. C. 


Westerners In Congress Map New Drive 
To Lower Freight Rates For Retailers 


Western businessmen will have to start the wheels turning again 
next year to secure important legislation Congress left untouched 


this year. 


For the third straight year, 
the lawmakers ignored requests 
by Westerners and the late Rep. 
Carl Hinshaw, R., Calif., for a 
measure outlawing “phantom 
freight” to bring lower freight 
bills to Western retailers. The 
bill would prohibit a manufac- 
turer or distributor from col- 
lecting amounts fraudulently 
represented as or attributed to 
freight or transportation 
charges. 

Other bills which died this 
year include a measure to re- 
peal Public Law 199, which re- 
stricts the size and weight of 
parcel post packages ; a measure 
sponsored by Rep. Clair Engle, 
D., Calif., to require congression- 
al approval before the military 
can withdraw more than 5,000 
acres from public use as recrea- 
tion areas, and tax cuts for small 
businessmen and individuals. 

Some bills, including exten- 
sion of the minimum wage law 
to retail establishments and 
sharply increased postal rates, 
were held back by merchants 
this year, but will come up again 
in 1957. 

Congress didn’t treat busi- 
nessmen too badly this year. A 
mammoth highway program 
which should generally help re- 
tailers was passed. A $7.5 billion 
flood insurance program, provid- 
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ing direct and indirect govern- 
ment flood insurance of up to 
$10,000 for homeowners and 
$250,000 for businessmen with 
an added benefit permitting the 
government to agree in advance 
to make 4 per cent loans of up to 
$350,000 to flood victims, also 
passed. 

Government’s reclamation 
program, important to many 
Western areas, also got a boost 
in funds this year to $174 mil- 
lion compared with $162 million 
last year, for 10 major new 
projects and 60 additional small- 
er ones. 

A mixed blessing to retailers 
is the new social security law, 
which lowers the retirement age 
for women to 62 and for disabled 
workers to 50, but increases 
taxes by 4 of 1 per cent for 
both employer and employee on 
the first $4,200 earned each year. 


GOOD BUSINESS this fall 
and winter is forecast by govern- 
ment economists . . . Employ- 
ment should remain high, wages 
good, spending liberal . . . Christ- 
mas business will be from 3 to 6 
per cent above last year, they 
say. 


FARM INCOME is going to 
rise, agriculture experts pre- 
dict . . . Soil bank plan, slightly 


higher prices, will bring in- 
creases. Farm population, the 
U. S. Census Bureau says, is 
rising again, up 100,000 over 
last year and 400,000 over 1954. 
Value of farm products being 
sold is also rising, up $2 billion 
in 1954 over 1949 (inflation ac- 
counts for some of the rise), 
with California leading the 11 
Western states with $2 billion in 
sales for 123,000 farms, followed 
by Colorado with $379 million in 
sales for 40,000 farms. 


WATER SUPPLIES are gen- 
erally good in reclamation res- 
ervoirs for the fall irrigation, 
the Interior Department re- 
ports, except in the Southwest 
drought areas. Irrigation and 
power projects in the West have 
sharply lowered electric power 
bills, the Federal Power Com- 
mission says . . . Washington’s 
average bill of $4.56 a month 
is the lowest in the country, with 
bills in all Western states except 
Arizona falling into the lower 
two-thirds of the nation. 


RAISING bait fish commer- 
cially can be a profitable busi- 
ness . . . Interior Department’s 
Fish and Wildlife Service, after 
several years of investigation, 
has prepared a new series of 
tips on how to go about raising 
and selling bait fish to sports- 
men, covering 20 species of bait 
fish and pond development and 
management ... “Raising Bait 
Fishes,” circular 35, is available 
from the Government Printing 
Office, Washington 25, D. C., for 
45 cents. 








What Does Your Dollar Buy? 


It is basic to acknowledge that the largest portion 
of the dollar you pay your wholesaler is in turn 
used by him to buy plumbing, heating, industrial 
goods or the vast number of other commodities 
that you will need. From this same dollar, the next 
largest portion is needed to pay for the services of 
accounting and record keeping, credit handling, 
rent, and numerous other items classified under 
general overhead. Of equal importance is the cost 
of labor for shipping and receiving, and the share 
taken for selling. What is left for providing all 
these advantages and conveniences, represented by 
the smallest segment of the dollar, becomes the 
wholesaler’s profit. 


Using the services of your wholesaler provides you 
with a dependability that allows your needs for 
goods to be filled quickly and economically. 
Obtaining goods by any method other than through 
your wholesaler can be extremely difficult, some 
times risky and costly. Your wholesaler functions 
to relieve you of these difficulties. 


Examination of the portions of the dollar you pay 
your wholesaler brings the realization that, in 
return, this dollar buys merchandise and returns a 
tangible service to you that has definite values in 
helping your business to prosper. 


Giving you more for your dollar is the kind of service 
that is typical of wholesalers everywhere. 


Watch for the important series of advertisements by Grabler on how your wholesaler helps you... 


Warehouses: 
New York ¢ Philadelphia 
Atlanta ¢ Pittsburgh 


Cincinnati © New Orleans 





Dallas ¢ Chicago ® St. Louis 


Minneapolis ¢ Denver [> 


San Francisco * Los Angeles 











Manufacturers of the Square “Gee” Line of Pipe Fittings 


The Grabler Manufacturing Co. 
6565 Broadway, Cleveland 5, Ohio 
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GET A REPUTATION FOR SUGGESTING 


THE “PERFECT” CHRISTMAS GIFT 
No-Shock ROCKET Tools in Gift Boxes 





Featured in IRHA 
Family Gift Center 
Promotion 











e@ Like kids take to Santa Claus, men and boys, 
craftsmen and do-it-yourselfers have taken to 
Rocket tools. What better reason to suggest these 
tools to all the wives and sweethearts who are 
looking for the ‘‘perfect” Christmas gift. 
Especially since they have been packaged in these 
sparkling, new Christmas-red gift boxes. To pro- 


mote impulse sales, Rocket features are listed on 
the band: no-shock design; handle won’t bend or 
break; non-slip cushion grip. 

Plenty of promotion behind these Rocket tools, 
too. They’re being featured in the IRHA Family 
Gift Center promotion. You'll receive banners, 
price cards, pennants and newspaper ad mats to 
help you boost sales. In addition, the ABAX RockET 
belt axe, Al16X and A13X Rocket hammers will 
be suggested as gift items to the over 3 million 
500 thousand readers of the December 8 issue of 
THE SATURDAY EVENING Post. 

Take advantage of this promotion. Call your True 
Temper wholesaler today. Feature these Rocket 
tools. Use your [RHA promotional literature. Brief 
your clerks on Rocket sales features. You’re sure 
to be known as the store for “‘perfect”’ gifts. 


TRUE E 4 ‘Pp = R You Can Look to i for Leadership 


Finest quality in Hammers, hatchets, axes » Shovels » Garden, lawn and farm tools + Shears « Fishing tackle + Golf-club shafts 
For Details Circle 22 on INQUIRY CARD 
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Merle 
> Oberon 


now starring in 
colossal 


DOUBLE FEATURE 


for paint dealers! 
F | * FEATURE No. 1 


The biggest paint campaign ever to 
run in Sunset magazine—full page ads 
in every single issue, all in breath- 
taking color...starring Merle Oberon 
and other Hollywood personalities pre- 
selling General Paint for you! 


* FEATURE No. 2 


A wide range of practical display mate- 
rial featuring Merle Oberon, and tying 
your store directy into General Paint’s 
history-making Sunset campaign. 


Look for me in the 
September “Sunset” 
selling your prospects 
on General Paint. 








Some hard-headed facts for hardware dealers— General Paint gives more mer- 
chandising help to hardware dealers than any other paint “name” in the 
business. For General alone offers a merchandising plan that helps you sell 
not only paint, but a wealth of other hardware items. Let the General Paint é 


representative show you what we mean. Genera 
y 


‘ 
\ 


General Paints \"" 


GENERAL PAINT CORPORATION. Dealers and branches throughout the West and Southwest. » 


Administrative office: P.O. Box 3474 Rincon Annex, San Francisco 19 
For Details Circle 11 on INQUIRY CARD 
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JOHNSTON POWER MOWERS- 


m Offer Best Profit Opportunity 
me in Quality Fields 
a. ® Your Wholesaler NOW has 


+ complete Facts e 1957 Line 


CONTACT HIM AT ONCE 


JOHNSTON—The Main Line For The Middle Market— 
Presents Exclusive New Models... 

New Styling . . . New National Advertising . . . 

New Promotion . . . New Co-operative Advertising . . . 
New Service Facilities . . . Extra Discounts. 

Call In Your Wholesaler Now. 

See Johnston At Hardware Show. 


JOHNSTON LAWN MOWER CORPORATION, Dept. HW956 
Brookhaven, Mississippi 


Subsidiary of Jacobsen Manufacturing Company, Racine, Wisconsin 





: Spa ‘ 3 gmmwitc 
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Red Tags $3 Merchandising Ups: 
For the quickest sales ever... 
show ’em— 


CYCLONE INSECT WIRE SCREENING 


& 


The magnified section above shows Cy- 
clone’s Improved Multiple Wire Selvage. 
Wide, straight and firm, it lies flat and 
makes it easier to stretch the screen square 
and get a neat, smooth screening job. 

In talking with prospective customers 
about Cyclone “Red Tag’ Insect Wire 
Screening, point out all of its advantages. 
Demonstrate how it lies flat without curl- 
ing. Explain how the extra-protective finish 
increases and preserves the attractive ap- 
pearance of all three long-lasting grades 
(GALVANIZED, BRONZE, ALUMINUM) of Cy- 


clone Screening. And be sure to call 
special attention to the familiar Cyclone 
“Red Tag” trade-mark. They know the 
name—and that it stands for top quality 
all the way. 

Cyclone Insect Wire Screening comes in 
standard 18 x 14 mesh, in 24, 26, 28, 30, 
32, 34, 36, 42 and 48-inch widths. It com- 
plies with all requirements of Commercial 
Standard CS-138-49 as issued by the 
National Bureau of Standards, United 
States Department of Commerce. See or 
call your jobber today. 


CYCLONE FENCE DEPARTMENT, AMERICAN STEEL & WIRE DIVISION, UNITED STATES STEEL 
WAUKEGAN, ILLINOIS » SALES OFFICES COAST-TO-COAST + UNITED STATES STEEL EXPORT COMPANY, NEW YORK 
PACIFIC COAST HEADQUARTERS, OAKLAND, CALIF, 


WAROWARE cLoTH 
ed tag Woven abric 
Weld t f 


USS CYCLONE:ped 709 


Available in 
GALVANIZED 
BRONZE 


ALUMINUM 


Yy 
5 
SS 


HARDWARE PRODUCTS 


REENING MATS 

wire SC STEEL 

INSECT 4-Bronze Aluminum FLEXIBLE Lost Longe’ 
e r 


Galvanit Cleon Better 


CATCH-ALL oo 
198 Seporate eT" 
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Bring Your Cleaning Supplies Into 


I Attractive, Profitable Selling Center with 
' OXCO’S BRUSH MERCHANDISERS 


specifications 





designed fo 





No. 
ASSORTMENT 


One dozen each of 25 different Oxco 
brush styles, with No. 15 display 
fixture, 25 hangers and top sign. 
Many new numbers—many with 
Oxco’s stylish new Styrene handle in 
high fashion pink, blue or vellow. 
Wide range of styles, from kitchen to 
bath brushes. Wide range of prices, 
from 29c to $1.59. All brushes labeled 
and pre-priced. Total retail value of 
Assortment, including the display — 
approximately $210.00. 


No. 15 Display Fixture—Strong ! 

peg-board panel; solid %" lacquered 
hardwood molding; sturdy 17%" deep 
hardwood ‘“‘A’’ frame 59%" wide x 26" 
high. 25 hanging hooks and colorful top 
sign included. 
























Qassortment 


One dozen each of 12 different Oxco brush styles, with No. 9 
display fixture, 12 hangers and top sign. Many numbers with 
Oxco’s new Styrene handle in pink, blue or yellow. All fast- 
selling, ranging from 29c to $1.59. All brushes labeled and pre- 
priced. Total retail value of Assortment, including display 
approximately $80.00. 


CLEANING 
SUPPLIES 


No. 9 Display Fixture — Similar in 
construction to No. 15 fixture (above). 
Measures approx. 30” wide x 26" high. 
12 hanging hooks and colorful top sign 
included. 





Designed to match modern store equipment, either Assortment 
is ideal as the selling center for a complete Cleaning Supplies 
+ Department. Back of fixture suitable for displaying other 
products. Other brushes can be binned in front or back. Display 
is adaptable for island, gondola, wall or column use. Both 
Assortments designed to NRHA specifications. Send for illus- 
“ trated folder—"'How to Merchandise Cleaning Supplies for 
greater Profit."’ Write Sales Dept., Ox Fibre Brush Company, Inc., 
Frederick, Maryland. 





NOTE: Fixtures available separately, or with your 
choice of brushes. Contact your Jobber for details 





No. 213-H 








xs o Brushes in 


No. 25 and No. 12 
Assortments 


ALL BRUSHES PACKED 1 DOZEN TO CARTON 


Brushes in No. 12 Assortment marked with 





PASTRY 
Topper** 


white 
Tynex nylon; Handle: Asst. 


Filling: DuPont 


red 


and yeilow; Overall: 
". % Ib. per doz. 


. PASTRY 
a No. 175-H 


@ 


Filling: sterilized white 
horsehair; Handle: Asst. 
pink and yellow; Overall: 
8%". % |b. per doz. 


BOWL 
No. 320-H 


oR 


4 


y 


ie a ; 
ay ¥, 
Filling: white epee 


tampico fibre; 
Handle: Asst. pink and yel- 
". 4 Ibs. 


low; Overall: 17% 
per doz. 


af’. 





Red Breast} q 


Filling: palmetto fibre; 
Handle: wire wrapped; 
metal cap; Overall: 7'2”. 
3% Ibs. per doz. 


VENETIAN 
BLIND 






Filling: sterilized grey 
horsehair; Handle: Asst. 
pink and yellow; Overall: 
16% ". 342 Ibs. per doz. 


NOTE: All brushes also available as Open Stock 


* WEGETABLE 
No. 160-H 
on 
: ™% 


Filling: white tampico fi- 
bre; Handle: Asst. pink 
and yellow; Overall: 8%". 
134 Ibs. per doz. 


PERCOLATOR 
No. 659-H 


% 


Filling: white DuPont 
Tynex nylon; Handle: Asst. 
pink and yellow; Overall: 
12%". % lb. per doz. 


DISH MOP 
“A_ No. 828-H 


Q 


x 
Filling: DuPont sponge 
yarn; Handle: Asst. pink 


and yellow; Overall: 13”. 


1% Ibs. per doz. 


VEGETABLE 
No. 634-H 


Filling: white DuPont 
Tynex nylon; Handle: Asst. 
pink and yellow; Overall: 
8%”. 1 lb. per doz. 


\ 


BATH 
No. 9604- 
605 


© 





Filling: asst. pink and blue 
Saran; Wood block; Re- 
movable wood handle; 
Overall: 17".8% Ibs. per doz. 








WAFFLE 
IRON 


\ 


No. 549-H ® 


Filling: steel wire bristles; 


Handle: Asst. pink and 
yellow; Overall: 71%". 2 
lb. per doz. 

®, VEGETABLE 


we 


“AN No. 165-H 





Filling: asst. and 


pink 
yellow; Handle: Asst. pink 
and yellow; Overall: 8%" 
1% lb. per doz. 


SCOURING 
No. 1221-H 






Filling: brass 

wire bristles; Handle: Asst. 
pink and yellow; Overall: 
7%". 1%lbs. per doz. 


DUSTER 


No. 9463 


Filling: asst. 
blue; Handle: 
wood block; Overall: 
5 lbs. per doz. 


% BOWL 
~ No. 617-H 
“’ oy 


A 
Filling: white DuPont 
Tynex nylon; Handle: Asst. 


pink and yellow; Overall 
17”. 3 lbs. per doz. 


red, green, 
lacquered 


12’. 





\ 





( Flick* 


e 


Filling: fine brass wire 
bristles; Block: Asst. coral 
and yellow; Overall: 2". % 
Ib. per doz. 


BOTTLE 
~ No. 210-H 


Filling: asst. pink and blue 
nylon; Handle: Asst. pink 
and blue; Overall: 12%". 
1 lb. per doz. 


KITCHEN 


Kleen-it 





Filling: white tampico— 


brass wire; Handle: lac- 
quered wood—red tip; 
Overall: 614". 2 Ibs. per 
doz. 

~*~», 


SN SINK 
XY No. 863-H 


Fm. 


Filling: white tampico fi- 
bre; Handle: Asst. pink 
and yellow; Overall: 8%". 
2 lbs. per doz. 


BOWL 
No. 425-H 





Filling: asst. pink 
and yellow; Handle: Asst. 
pink and yellow; Overall: 
17%". 3% Ibs. per doz. 


*Carded 





OX 


FREDERICK ¢vLetéiished 


x= O 


FIBRE BRUSH COMPANY, INC. 


penne Ratt 


PERCOLATOR 
No. 907-H 





® 


Filling: white bristles; Han- 


‘dle: Asst. pink and yellow; 


Overall: 12%". 
doz. 


% |b. per 


DISH MOP 
No. 25-H 





Filling: white cotton 

yarn; Handle: Asst. pink 
and yellow; Overall: 13% ". 
1}¢ Ibs. per doz. 


BOTTLE 
No. 652-H 





Filling: white DuPont 
Tynex nylon; Handle: 
Asst. pink and blue; Over- 
all: 13%". 1 Ib. per doz. 


PASTRY 
No. 635-H 


y VA, 
f 


Filling: white DuPont — 
Tynex nylon; Handle: Asst. 
pink and yellow; Overall: 
8%". % lb. per doz. 





“RADIATOR 

‘Ne. 303-H 
Filling: sterilized black 
horsehair; Handle: Asst. 


pink and yellow; Overall: 
21”. 3 lbs. per doz. 


**individual printed wrapper 
tPrinted metallic paper shield 





‘SEF MARYLAND 





Printed in USA 
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better 


TO BRING YOU] 4 
BIGGER PROFITS @ 







1. AVAILABLE NOW IN COLOR-— For Greater 
Sales Appeal! 


2. IMPROVED WITH DUPONT NEOPRENE— 
For Longer Aging! 


3. NEW MONEL CHAIN AND LINKAGE— 
For Non-Corrosive, Trouble-Free Service! 





Korky advertising in Life, The Saturday Evening 
Post, This Week and other Sunday Supplements con- 
sistently reaches prospects throughout the nation . . . 
nearly a million Korkys have already been sold. Now— 
this revolutionary new tank seal is even better—to 
assure you faster turnover and bigger profits! 
























Eye-catching new color means greater display and 
sales appeal...the addition of DUPONT NEOPRENE 
means Korky will last far longer... and the new 
MONEL chain and linkage will give years of service, even 
in corrosive waters that would destroy most metals! 


Remember, too—Korky eliminates trouble-causing 
guide arms and lift wires—ends the nuisance of leaks, 
gurgles and costly water waste for good. It’s easy to 
install and there’s nothing to get out of order. So mul- 
tiply your profits with Korky—the trouble-free tank 
seal that’s backed by Lavelle’s Unconditional Guarantee! 





LAVELLE RUBBER COMPANY 
424 North Wood Street + Chicago 22, Illinois 


Please send me _..._.. doz. Lavelle Korky Closet Tank Seals {12 to a 
Master Display Carton at my cost of $10.01 per doz.) 
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Address 





Sane. sa snncacaaiglaaiin Zone State 
Please invoice through my wholesaler, whose nome is: 
Wholesaler Name 


Wholesaler Address 
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Merchandise Now In The News 








140—NO WEDGES are used in as- 
sembling axe heads and handles on 
Plumb’s axes. All handles are now 
welded to axe heads with Permabond, 
a chemical weld, which bonds head to 
handle permanently. Permabond also 
seals eye of axe and reduces moisture 
absorption thus minimizing swelling 
and shrinking which is a major cause 
of loose handles.—Fayette R. Plumb, 
Inc. 


142—“HIGH FASHION” is the key- 
note of Corning’s mounted casserole 
and candle warmer. Designed for cas- 
ual, informal dining, the turquoise 
two-quart Pyrex brand casserole is 
mounted in lacquered brass with brass- 
enclosed candle warmer unit. Lacquer- 
ed brass cover adds to decorative 
value. Motif on green carton makes 
this an attractive gift item.—Corning 
Glass Works. 
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144—SNIP-IT FILTERS fit all win- 
dow type room air conditioners in all 
brands and sizes. Made of natural 
vegetable material, filter comes in 15 
in. x 24 in. size only, and can be cut 
with knife or scissors to required 
filter size. Eliminates stocking a wide 
variety of sizes and customer call- 
hacks because of wrong size. Each 
filter packaged in large polyethylene 
bag.—C.L.B. Company. 





141—TRIPLE-USE APPLIANCE, the 
Oster juicer-slicer-shredder, (powered 
by the Osterizer liquefier - blender 
base) adds new dimensions to home 
food processing. Juices apples, plums, 
mangos, berries, papayas, etc. Ideal 
way to slice and shred vegetables for 
salads, fruits for pies, cheese for 
spaghetti, pizza and au gratin dishes. 
—John Oster Manufacturing Co. 
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143—DELUXE DOLL CARRIAGE 
has transparent storm shield, chrome 
top rail, fenders, and full-length tub- 
ular handle that adjusts to height of 
31 in. Carriage weighs 20 lbs and is 
314% in. x 13 in. Body is covered by 
rich, non-toxic, washable vinyl and 
highlighted with a large medallion on 
each side. Carriage retails for about 
$25.00.—South Bend Toy Manufac- 
turing Co. 


145—THREE-END CUTTING NIP- 
PERS have been added to Gensco 
Lindstrom Pliers and Cutters line. 
Heavy-duty end cutting nippers are 
extra powerful with lap joint. Dis- 
tance between cut and rivet is small 
for greater leverage. Multi-power nip- 
pers have lever action, with cutting 
edges hardened for piano wire and 
buffer spring and adjustable screw 
top with toggle joint—Gensco Tools. 


HARDWARE WORLD 


erp stare Ro 















er a ee 








For additional information 
on any item shown on these 








pages, please circle number 








on the Reader Service Card, 
facing Page 72 in this issue 
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146—LINOLEUM KNIFE with re- 
placeable blade, for the home, office, 
farm and factory, has non-skid, sure- 
grip safety handle in modern contour 
styling. Retails for $1.39 including 
one hooked blade plus five heavy-duty 
straight blades. Replacement linoleum 
blades retail for 35¢ each, and 
straight blades retail at 35¢ for pack- 
age of five.—Darmon Tool & Mfg. 
Corp. 


1 GM. 
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147—INSTANT WATER KETTLE, 
the Silex “Boilmaster” is made to use 
in an auto as well as in the home. 
Styled as an attractive decanter, unit 
holds 42 ounces of water and will 
boil 12 ounces of water in 3 minutes. 
Plugs into cigarette lighter for use 
in car to heat water for bouillon, in- 
stant coffee, or to heat baby’s bottle. 
Unit retails for $14.95 or $18.95 with 
Trav-ler Kit.—The Silex Co. 
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148 — KNIFE SHARPENER AT- 
TACHMENT to fit all popular makes 
of mixers, is said to sharpen all kinds 
of kitchen and carving knives. The 
Disney Sharpener consists of a round 
polystyrene case mounted on nickel 
cadmium plated steel shaft which fits 
into drive shaft opening of standard 
mixers. When knife is drawn through 
slot both sides of blade are sharpened. 
—Disney Products. 





149—TREWAX CAR FINISH con- 
tains such a concentrated amount of 
carnauba that the new wax is said 
to be able to withstand the harsh 
abrasive action of commercial car 
wash detergents, and still maintain 
its hard, clear lustrous finish. Wax is 
easy to apply with no buffing required 
to bring out the high finish. Said to be 
super-resistant to “hot-hood” condi- 
tions.—Trewax Co., Inc. 











150—FIVE-YEAR GUARANTEE, as 
well as extra high toast lift, capacity 
for all types of bread as well as frozen 
muffins and pancakes, and beauty of 
design and finish are features of this 
automatic toaster. Backed by national 
TV and magazine advertising —Ham- 
ilton Beach Co. 





151—DIAL CALIBRATED LEVELS 
read all angles, slopes and pitches, 
plus verticals and horizontals. Made 
in 18, 24, 30 and 48 inch sizes, and 
said to be accurate to a hairline. Has 
increased range of uses for carpen- 
ters, masons, plumbers, home crafts- 
men, etc.—Pickett Products, Inc. 





152—ICE-O-MATIC ice crusher is 
complete portable ice crusher that is 
light and easy to handle, takes no 
more room than a toaster and requires 
no attachments. Permits selection of 
crushed ice in any size from extreme- 
ly fine to nugget-coarse.—Rival Man- 
ufacturing Company. 





WPEAPES 


The only complete quality line 
of white steel tapes 


6, 8, 10 and 12-Ft. KS with ALL these sales features 
POCKET TAPES a = 





@ Plastic Utility Cases 
@ Double Markings 


er RR go 












‘ead here. 


Work in feet and inches? ‘ _ ! 
oon e. Ve it r f 
2 213. 1 2i4 








Work in inches? 
‘ead here. 


@ Sliding Hook —For Accurate , 


KING-SIZE Inside-Outside Measuring 


10-Ft. and 12-Ft 


@ Chrome-Plated Cases @ Guaranteed 


Unconditionally 
@ Replaceable Blades @ Snow-White Blades — 
In All Sizes Jet Black Markings 





LONG TAPES PSihees . NEWLY DEVELOPED 


25, 50, 75, 100-Ft. (; a. Ewanea Chalk Line 





Vin 


Plumb Line 


attachme ous wt aa A PRECISION TOOL 
plated winding reel ang ~ AT MASS MARKET PRICES 


double roller mouth 


piece. Stainless stee 


y ‘ 
ered, spe 


Positive action 























‘ ‘ , 

edge band sliding broke — separate . : 

& from rewind wheel. Au- Full rewind cylinder 

& tomatically released. on ~disappearing han- 

& rewind. dle (lies flush). 

¥ 

i A twist of 

f the fingers— 
Plumb Bob 









opens for 
Heavy die cast P 


hook-ring com- 
bination — pro 
vides one-man 
true plumb ac- 
tion, one-mon 
chalk lining 


twist, it's 
locked, leak- 
proof 






Lighter Absolutely ac- 


Comfortable, sure weight, ¢ 
grip cose (hts in streamlined eg rm 
the palm of the oluminum. give: Haine. 
hand) with knurled 

edge 


Cholk refill cartridges and 50 ft. $1.49 
replacement lines available. 100 ft. $1.69 


Unconditionally guoronteed by Evana 


See us at Booth 56, New York Coliseum 
National Hardware Show, October 1-5 
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To you .. 
ever given in the mower field. 

For your customers . . . the only all-steel mower avail- 
able with both front chute and staggered wheel design. 
Never before an all-steel mower with these two most- 
wanted features .. . and at highly competitive prices. 
For example, every Midland Mower... 


e@ Takes the gaff... Exclusive all-steel deck, bridge-type 
steel bracing, ball bearing wheels. 


e@ Cuts it all . . . short or tall. Trims up close because of 
special deck design. 


@ Mulches and never scalps’. . . special blade, deck and 
chute . . . staggered wheels. 4-cycle Briggs 244 hp. and 
2%, hp; Power Products Standard and Deluxe. 


And, with Midland you deal direct . . . higher discounts, 
more profits for you. $end coupon... Get details. 


. Midland offers the finest discount structure 


tary Mowers 


| with Exclusive New \ 
Features that Obsolefe 
Competition 


ee 


ee 


CO. Sign up tor PROFIT! 


a spp CO. DEPT. 55, SOUTH MILWAUKEE, WIS. 
Send entire Midland profit story. 


DORIIND 0 inj dascscccstvepcenncnkpecceconcdebiipeuageanabiiaad eoes cocesvcoraseces se 


GRY cncocccccssonsonssadeacnecstenecens sohRD ...000+. SOO cncsceennnstnctanteees 


See Midland at the Hardware Show, Booth 742, Coliseum, 
New York City, Oct. 1-5. 
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ABOUT 


PEOPLE 


Representative 
Firm 

Has Second 
Birthday 


Dave Sneed 


About two years ago Dave Sneed, 
Seattle, and John L. Jessen of Port- 
land, decided to join their manufac- 
turers’ representative business, and 
thereby formed Sneed and Jessen, In- 
corporated. 

Mr. Sneed started in the hardware 
field in the midwest in 1919 as an 
assistant tool buyer. After working 
for several years in the hardware field 
he joined Dunham, Carrigan & Hay- 
den Company, San Francisco, in 1923 
as a buyer and salesman. In 1932 to 
1946 he was in the restaurant supply 
business and returned for a few years 
to wholesale selling with the Seattle 
Hardware Company. In 1952 he 
started his own manufacturers’ rep- 
resentative business. 

Mr. Jessen started as a salesman 
with Marshall Wells Company, Port- 


John L. Jessen 


land, Oregon, and was eventually pro- 
moted to department manager in 
charge of the tool, farm, builders’ 
hardware, paint and paint sundries 
departments. After being a buyer for 
a few years he went into the manufac- 
turers’ representative business, and 
shortly after that joined with Mr. 
Sneed. 

The firm has a detail salesman 
working full time in the same terri- 
tory the firm covers, which is Oregon, 
Washington, Idaho and Montana, and 
British Columbia, Canada. 

Some of the companies now repre- 
sented by the firm are: Edlund Co., 
Turnbuckles, Inc., Otto Bernz Co., 
Inc., Harrington Tools, Eberhard Mfg. 
Co., E Z Paintr Corp., LaPierre- 
Sawyer Handle Co., Keelor Steel, Inc., 
Wissota Mfg. Co. 


Heads 
Sales 
for 
Stanley- 
Judd 


Wesley 
I. Grant 


Wesley I. Grant has been named 
manager of drapery hardware sales 
at Stanley-Judd, a division of The 
Stanley Works, located in Walling- 
ford, Connecticut. 

Previous to his association with 
Stanley-Judd, Mr. Grant was sales 
manager of Westinghouse Electric 
Supply Co., Pittsburgh, Pa. for three 
years and sales manager of Firestone 
Tire and Rubber Co., Akron, Ohio 
from 1938 to 1953. 


Portiand Distributor Named 


PORTLAN D—Appointment of 
Northwest Industrial Sales Company, 
Inc., 222 Northwest 10th, as exclu- 
sive distributor in Washington and 
Oregon for Seal-Kote liquid plastic 
all-purpose coating is announced by 
The Wooster Sealkote Company, 
Wooster, Ohio. 





SCHEDULE NAME CHANGE AND MOVE INTO NEW BUILDING FOR OCTOBER 








A NAME CHANGE AND A MOVE INTO A NEW BUILDING have been announced by Totem Distributing Com- 
pany, with both scheduled for October. Effective October 1, the firm will be known as Totem Wholesale Hard- 
ware Company. Completion of the new building, which will have 40,000 square feet of space on one floor, is 
scheduled for October as well. The building which is centrally located on one of Seattle’s main highways, will 
incorporate the newest facilities for the handling and processing of orders and will have customer parking and 
railroad ‘facilities for fast handling of merchandise. 
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Wyoming 


CASPER, WYO. — According to 
Ernest Wilkerson, president Wyo- 
ming Hardware Company, the firm 
became a separate Wyoming corpora- 
tion as of July 1. He states, “The new 
set-up will give the Wyoming Hard- 
ware Company more autonomy, in- 
dependence and, we believe, additional 
recognition as what we hope is an 
increasingly important factor in the 
wholesale hardware picture in the 
Rocky Mountain area.” 

Wyoming Hardware Company is a 
wholly owned subsidiary corporation 
of the Wyoming Automotive Com- 
pany. Paul Manly, who has managed 
the division since its beginning, has 
been designated as general manager 
of the firm. 


Harold 
Millikin 


Harold T. M. (“Had”) Millikin has 
been named assistant general sales 
manager of Westclox Division of 
General Time Corporation. Mr. Mil- 
likin joined the Westclox organization 
four years ago as a member of the 
sales department. He will continue 
as advertising manager, a position 
he has held since March, 1955. 
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WARBLING, barbershop style, is a form of relaxation for this quartet of 





Sylvania Electric Products, Inc. sales executives who break into harmony at 
the drop of a pitch pipe. Hiding behind the mustaches, (left to right) are: 
William R. Sears, West Coast sales promotion manager, Robert C. Harper, 
Pacific Coast director of sales, Garlan Morse, until recently Pacific Coast direc- 
tor of sales, and now general sales manager of firm’s lighting division; and 
C. A. Dickinson, West Coast national accounts manager, lighting division. 


Heads 
Mower 
Firm's 
Sales 


) a 
Brown 


B. T. “Bud” Brown has been named 
general sales manager of Sensation 
Mower, Inc. He has done sales pro- 
motion and dealer contact work for 
Kaiser-Frazer and General Motors. 
At Sensation, he will be in charge 
of marketing all of the company’s 
products through a nationwide net- 
work of manufacturers’ representa- 
tives. 


Power Heads Cooler Sales 

LOS ANGELES—Stuart S. Power 
has been appointed manager of evap- 
orative cooler sales for Norris-Ther- 
mador Corporation, Frank A. Ball- 
man, general sales manager, an- 
nounced. Mr. Power was Los Angeles 
sales manager of appliances for Ad- 
miral prior to joining Norris-Therma- 
dor eight months ago. 


Panef Appoints Spray 

DENVER —C. Gerald Spray has 
been appointed to represent the Panef 
Manufacturing Co., Inc., Milwaukee, 
for the hardware market in the Rocky 
Mountain area. Mr. Spray has rep- 
resented Panef for several years in 
the automotive field. 








Heads 
Staple 
Goods 
Sales 
for 
Yale 


Charles D. 
Miller 





Charles D. Miller, formerly north 
central regional sales manager, has 
been promoted to director of staple 
goods sales, of the Yale Lock and 
Hardware Division, Yale & Towne 
Manufacturing Company. He will 
direct all sales of bulk-packaged Yale 
goods in this country, including night 
latches, padlocks, and the firm’s resi- 
dential hardware lines. 


Mrs. Bailey Manages 
Housewares at Ambrose. 
GOLETA, Calif—Mrs. Edith Bailey 


has been named buyer-manager of 
the new housewares department at 
Ambrose Mill and Lumber Co. Hard- 
ware store. For six years she was in 
the hardware department at R. C. 
Heaton Co. in Paso Robles and moved 
to Santa Barbara in November, 1955. 


Pioneer Names Jones S.M. 

John R. Jones has been appointed 
sales manager of the Pioneer Rubber 
Company, Willard, Ohio. Mr. Jones 
was formerly field sales manager of 
the Sundries Division, B. F. Goodrich 
Company. 


































Handsome display takes vises 
from shelves . . . puts them 
where they sell themselves, 
Minimum space. Holds 6 big 
Milwaukee vises, Measures 38” 
high, 24” wide, only 10” deep. 
Real aisle saver! Today, get 
details on three different deals 
+-.One fits your traffic volumel 


NEW RED 
GIANTS. 
No. 807, 4”* 


No. 808, 5”* 


M 
| 
T 
W 
- 
| 
K 
E 


No. 822, 314”* 
No. 823, 41,”* 


*jaw Width 


MILWAUKEE TOOL 
& EQUIPMENT CO. 
2791 S. 29th St. © Milwaukee 46, Wis. 
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NEWS 


... about People and Firms 





Disston 
Names 
Coast 
District 
Managers 


William H. 
Meiners 


William H. Meiners and Lynn H. 
Minckler have been appointed Pacific 
Northwest and Pacific Southwest dis- 
trict hardware sales managers re- 
spectively for Henry Disston Division, 
H. K. Porter Company, Inc., accord- 
ing to John H. Dingee, firm’s hard- 
ware sales manager. 

This move will consolidate regional 
sales efforts on the new Disston-Carl- 
son steel tape rules which were pre- 








Lynn H. Minekler (left) and F. R. 
Cunningham study Western area. 


viously handled as a separate opera- 
tion. 

Shortly after the appointments Mr. 
F, R. Cunningham, Disston’s assistant 
sales manager spent three weeks 
touring the territory with the new 
men. 

Mr. Meiners previously was sales 
manager of Carlson Rules and Mr. 
Minckler was the Disston general 
hardware representative on the West 
Coast. 





Marshall Wells Develops 
The Alaska Territory 


O. E. Stevens, manager Marshall 
Wells Company, Portland and Seattle 
divisions, made a personal inspection 
trip to Alaska the latter part of June. 
He planned to fly from Portland to 
Anchorage, Fairbanks and Ketchikan 
to meet hardware retailers. 

At the same time it was announced 
that Mike Fitzpatrick, formerly with 
Marshall Wells at Yakima, Washing- 
ton, has been named Alaska full-time 
representative to be headquartered at 
Anchorage. 


HEADS NO. CALIF. SALES 





RECENTLY APPOINTED Northern 
California representative for Otto 
Bernz Company, Herb Oman (right) 
receives congratulations from Don 
DeBaene, firm’s West Coast sales 
manager. Mr. Oman previously did 
promotion work for the firm in 
Southern California following a train- 
ing program at the factory in 
Rochester, New York. He joined the 
organization in March 1956. He will 
headquarter in San Francisco. 


New Sales Manager 
For Termite Drills 


Halsey Denman, formerly manager 
for three years of the Rocket Concrete 
Drill Company and western sales man- 
ager for Tilden Tool Mfg. Company, 
has been appointed general sales man- 
ager for Termite Drills, Inc., Pasa- 
dena, California. 

Mr. Denman was formerly a manu- 
facturers’ representative in Southern 
California for several years. 

The Termite Company manufac- 
tures rotary, masonry, and concrete 
drills. 


Carl Hurley Represents 
Pioneer in San Diego 


SAN DIEGO—Appointment of Carl 
F. Hurley as San Diego representa- 
tive for the Pioneer Manufacturing 
Company, of Los Angeles, has been 
announced by Allan L. Lockwood, gen- 
eral sales manager. Mr. Hurley, who 
has been associated in sales and ser- 
vice capacities with leading gas ap- 
pliance manufacturers during the past 
10 years, was formerly located in 
Oakland. 


Name Pacific Northwest Rep. 


Appointment of Yeager - Sleight 
Company, Portland, as sales repre- 
sentatives in the Pacific Northwest 
has been announced by National Can 
Corporation. The firm will handle 
the complete National Can Colorware 
line including ensembled lithographed 
kitchenwares, waste baskets, trays, 
picnic baskets, stove pads, Trip-L- 
Deck dispensers and picnic grills. 
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NEWS 





New Partners to Continue 
Osgood & Howell Operation 


San Francisco—John C. Adams, 
Los Angeles, and Philip J. March, San 
Francisco, have formed a partnership 
to operate Osgood & Howell, for- 
merly owned by Mr. Albert J. Howell, 
who passed away March 26, 1956. 

Established in 1893, this well-known 
manufacturers’ representative firm 
serves the wholesale hardware, house- 
wares, and industrial supply trade in 
the eight Western States and main- 
tains offices in Los Angeles, San Fran- 
cisco and Seattle. 

Frank J. Martin, Seattle, Duane C. 
Lyle, San Francisco, and John S. 
Lewis, Los Angeles, are other mem- 
bers of the Osgood & Howell organi- 
zation who will continue with the 
company. 

There is no change in policy or fac- 
tory representation contemplated, ac- 
cording to firm. 


Takes 
Over 
Lufkin's 
Denver 
Area 


E. 8. 
Szabo 


The Lufkin Rule Company has an- 
nounced the transfer of E. S. “Ed” 
Szabo from missionary work in the 
Cleveland territory to sales repre- 
sentative in the Denver territory. 

Mr. Szabo joined the firm in June 
1955. Prior to that he was a hardware 
dealer for many years, and for over 
six years was a sales representative 
for hardware wholesalers. 


J & L Names Anson 


Vincent Anson, 646 Hillsboro Street, 
Edwardsville, Ill., former general sales 
manager of Nesco, Inc., has been ap- 
pointed merchandising manager of 
Galvanized Ware for Jones & Laugh- 
lin Steel Corporation’s Container Di- 
vision, it was announced by H. J. 
Kennedy, manager of Galvanized 
Ware Sales. 

Mr. Anson had been with Nesco 
since 1932. Nesco recently liquidated 
its galvanized ware business, and 
Jones & Laughlin acquired some of 
Nesco’s manufacturing equipment. 





More News About People 
and Firms On Page 92 
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For Chiistmag Gales! 


| For extra Christmas sales, include Lufkin 
White Clad tapes and tape rules in your 
Christmas plans. They're gift banded and 


packed in Christmas display boxes at no 









increase in price — you make your tull W930 
rofit. Order now . . . and be sure to spec- WHITE CLAD 
P ees TAPE RULES 


ify Christmas wrap! 


A WELCOME , 
10 da CLAD ~ — Mei 
ae WHOLESALER 
NOW ! 


» 


- : STEEL TAPE 
SI san cer 
t i eae 


50’ WHITE CLAD 
STEEL TAPES 





THE LUFKIN RULE COMPANY Saginaw, Mich. 


132-138 Lafayette St., New York City - Barrie, Ont. 
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Cut yourse 


Next five brands 


preferred by only 15% 





Scattered returns 


for smaller brands 
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slice of file sales 


Farm file users prefer Nicholson and 


Black Diamond files by 7.2 to 1 over 


next make! 


Of file-using farmers who answered the question, 
“What brand of file do you prefer?” 70.30% named 
Nicholson or Black Diamond. 9.8% preferred 
brands “A” and “B,” made by the next leading 
manufacturer; 5.2% preferred brands “C,” “D” 
and “E”; and there were a few scattered returns 
for other brands. 


This is an active, growing file market. 90% of the 
farmers questioned reported that they do their own 
minor repair on heavy equipment; 80% do their 
own household maintenance. And the majority re- 
port that their use of files is increasing. 


In city and suburban homes, too—wherever files 
are used—unbiased surveys prove that Nicholson 
and Black Diamond files are the overwhelming 


itso, NICHOLSON FILE COMPANY, PROVIDENCE, RHODE ISLAND 


U S. (In Canada: Nicholson File Company of Canada Ltd., Port Hope, Ontario) 


According to survey by Curtis Publishing Company Research Dept. 


choice of your customers. According to a question- 
naire sent readers of The Saturday Evening Post, 
Nicholson and Black Diamond files were named 
the leading brands by more than 6% to 1! 


Why this tremendous preference for Nicholson and 
Black Diamond files? First, through unrelenting 
insistence on the highest possible quality to insure 
your customers’ satisfaction. Second, through the 
heaviest, most eye-catching and sustained ad- 
vertising of any hand tool, so that to your cus- 
tomers the words Nicholson and Black Diamond 
mean files. 


Cash in on this brand preference. Stock— 


and display—America’s most popular files 


= 
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BOKER tools are as finely made as the famous BOKER 
TREE 4¢ BRAND Cutlery ... from special analysis, 
chrome vanadium steel—every tool load-tested, diamond- 
tested for hardness, and accurately machined. Your cus- 
tomers will go for them! 


Smee 6 
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Heavy duty Combination Pattern Snips will 
cut curves as well as straight lines, Other 
patterns and sizes also available. 


_ 


Patented Groove- 4 @ 
Grip, 5 position “ 
adjustable Plier- 
Wrench — cannot 
slip. Forged ribs = 


and grooves. eA 

> 75332 — 6" and 7” sizes 
A popular Long-Nose Plier with keen side 
cutters. For electrical, radio and telephone 
work. The ali around home tool, 


Ee. 


,% 






Heavy duty side cutting Plier widely used 
by linmesmen and electricians and for 
maintenance repair. 


25179 — 412 5 6" « 
Diagonal cutting Plier used by 
telephone, radio and electrical 
workers, ‘‘Do-it-Yourselves’’ and 
for general maintenance repair. 





: 6 
§ 10 12” sizes 
Chrome plated finish, spe- 
cial alloy steel thin 
Wrench, Exceptionally 
=B2 OW” size ~ strong. 
Compound action Aviation Type 


metal Snips. B1 cuts left; B2 cuts 
right; B3 universal straight cut. 






Visit us of 
Booths 119-120-121 
NATIONAL HARDWARE SHOW 
Coliseum, New York City 
Oct. 1-5 


Og Pe, 
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Slide-away K-V 793 Towel Rack 





Check stock and stock up on 
‘the K-V fixtures folks will be 
asking for at your store! 


KNAPE & VOGT MFG. CO., 


Very Impressive Profits 
are yours when you sell 
the line that’s famous 

for quality everywhere! 


Consistently advertised in the nation’s buy-minded 
publications, K-V fixtures are the most-asked-for line of 
their kind. Customers prefer K-V’s lifetime sturdiness 
and beauty—virtues you will find most rewarding, too, 
in year ’round profits and sales action. 


K-V ... FIRST IN CLOSET FIXTURES 





Roomy K-V 552 Purse Rack View-all K-V 575 Tie Rack 
K-V ... FIRST IN KITCHEN FIXTURES 


Easy-glide K-V 790 Pan Rack 


K-V ... FIRST IN BUILT-IN FIXTURES 


self-selling all-in-one 
shelf assembly packages 


Easy to follow illustrated 
instructions on the boxes 
which contain a complete set 
of standards and supports for 
either open or set-in 

shelves for every use. 


K-V 80 Standards 
with K-V 180 Brackets 


—_—— 


K-V 233 Standards 
with K-V 239 Supports 





DO-IT-YOURSELF profits, 
too, from K-V Drawer Slides and 
K-YV Sliding Door hardware, 





GRAND RAPIDS, MICHIGAN, 
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makes the difference 
in sales! and in action! 
Utica’s New 


SAO Lock” 


Locking Adjustable 
Wrench 











Ne, 


Fiath- 














UTICa’s SELECT-0-LOCK will add sales magic to your 
tool department. 


There’s no more slipping or resetting with SELECT-0-LOocK. Lock 
it—unlock it with one hand. Push’the magic button and wrench 
stays locked at the desired position—just like an open end 
wrench. Pull the magic button and it’s a conventional adjustable 
wrench. And it’s built for rugged use—the magic button will not 
accidentally push in and unlock the wrench. SELECT-O-LOCK is 
just what your customers have been looking for. 


The 6, 8. 10 and 12 inch sizes of SELECT-O-LOCK are priced at 
$2.20, $2.56, $3.28 and $4.80 respectively. 


Order from your hardware distributor today and add magic — 
to your sales. 


*PATENTED © Tr CA 
® 


THE HALLMARK OF QUALITY 


UTICA DROP FORGE & TOOL CORPORATION 


Utica 4, New York 
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~ AMES OFFERS A COMPLETE 


This all-new Ames tool merchandiser is 
the answer to the pressing problem of 
how to display tools without cluttering 
aisles and walls. This scientifically de- 
signed unit is only 39” long yet holds for 
display and stock up to 5 dozen tools (no 
small hand tools included). The whole 
unit occupies only seven square feet 
and permits heavy sales without the 
necessity of frequent stocking during 
busy store hours. 


NEW! 


In appearance, portability, and construc- 
tion this merchandiser is a completely 
different approach to the selling and 
displaying of garden tools. The unit is 
designed around the needs and desires 
of thousands of dealers throughout the 
country. 


ATTRACTIVE! 


The handsome blue and silver merchan- 
diser is an eye-catching addition to any 
store. Stays bright and attractive 
because it is in permanent, rugged heavy 
gauge wire and tubing. 


PORTABLE! 


Merchandiser is strong enough to hold 
five dozen tools plus a two-hundred 
pound man and still roll easily about on 
jumbo 3” casters. Can be used indoors 
or outdoors. 
COMPACT! 

Entire display occupies only seven 
square feet. It holds tools securely and 
safely and yet they can easily be in- 
spected by your customers. 
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PAYS OFF! | 
As an attractive and modern display for 
your stock of Ames tools this unit will W 
keep sales moving at a profitable pace. 


It allows you to bring your garden tool AME S : if 


department to the front of the store... 1 
permits display of a greater variety of ince 


tools which leads to many plus sales. 
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In this Special OPE as it 


Matched Tool Assortment and Quantity of Each 


3—ADW Dandelion Weeder 6—AFSD Floral Shovel D. Handle 3—AFH5 Floral Hoe 
3—AFSH Floral Scuffle Hoe 6—AG6% Field and Garden Hoe 3—AFGS Floral Garden Spade 
3—A3SC 3-Tine Cultivator 3—A14C Garden Rake 
3—AW7 Warren Hoe Seran ee 3—ATR8 Floral Rake 
3—A4D Ladies Spading Fork 3—ASGW Weed Whip 3—ATLDA Spading Fork 
3—ASTO Square Top Onion Hoe 3—AFS3'% L. H. Floral Shovel 6—A14RB Round Bow Rake 
Eastern Zone Western Zone 
5 dozen Ames tools as listed on this page—Retail Value $169.80 $174.75 
Ames portable merchandiser No. ATM _ $40.00 _ _ $40.00 
TOTAL VALUE $209.80 $214.75 
Regular Dealer Cost $153.20 $156.50 
If ordered by December 15, 1956 $113.20 


(Delivered Freight Prepaid) 






For full details call your Ames distributor or fill out the coupon below. 


‘©. Ames Company, Parkersburg, West Virginia 
Attention: Tool Division HW-9 


(_] Please have your distributor contact me 


C] Ship me your special offer AS #1 at $113.20 
(5 dozen tools plus rherchandiser shipped prepaid) 


Ship to arrive my store month of 




















Bill me through my jobber who is: 
0. AMES CoO. 
Division of McDonough Co. NAME ADDRESS 
Parkersburg, West Virginia cry. STATE 
Aa : 
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Li ¢Shanpry . 


Here’s the biggest Li’l Sharpy dealer-consumer pro- 
motion in our history . . . with 3 consumer-tested 
volume sellers that are needed in every home. 


Lil Sharpy 


DE LUXE KNIFE SHARPENER 


Employs the one true method of correctly sharp- 
ening all knives. Sturdy, comfortable handle, red 
and white baked enamel finish. Individually packed in six-in 
self-selling display. The favorite in millions of homes. 









KNIFE SHARPENER 


This is Li'l Sharpy Wall 

Model version, for the most perfectly honed 
edges every time. Two-color unit in self-service pack that mounts 
on pegboard, stands in bin, SELLS EVERYWHERE. 


LilSharpy 


HOME SANDER KIT 


3 properly balanced tools for 
corner, contour and flat sand- 
ing. Permanently-treated, 
pressure-sensitized rubber cushion 
makes any sandpaper “float,” cut many 

times faster, last much longer. Paper changes in- 

stantly. National award-winning counter display package. 








Get 13 for the price of 12! On the entire Li'l 

Sharpy line . . . Home Sander Kits, Deluxe and 
Jr. Knife Sharpeners . . . for every 12 units you order from 
your jobber, at regular discount, you'll get a 13th unit abso- 
lutely free of extra cost. Order a gross, get 13 dozen... order 
12 carloads, get 13 carloads. 


HURRY! HURRY! This Baker’s Dozen offer will apply to 
every order you place with your jobber between now and Sep- 
tember 15, at which time it must be withdrawn. ORDER NOW! 


Lit Sharpy MEANS FUTURE BUSINESS 


National magazines, TV and newspapers will be telling your 
customers about Li'l Sharpy products. Take advantage of this 
promotion NOW .. . with your displays and advertising. Mats, 
glossies, fliers, TV films available upon request. 


MILWAUKEE FILE CO. 1575 W. Pierce St. Milwaukee 4, Wis. 


Four Generations of File Engineering 
For Details Circle 26 on INQUIRY CARD 
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RUGGED 





HOOKS 


to take the 
EXTRA STRAINS 
of Logging and 
Load-Binding, 
Industrial and 
Farm Use. 






Made in grab and 
round styles. (Three- 
eighths size clevis hooks 


and links approved for 
logging use, by the 


State of Oregon). 
DOUBLE 


CLEVIS LINKS 


Pins of links and hooks heat 
treated, easily removable with 
only pliers. Links available, 


su su “o4yze 
4", 56 ’ 3% ’ % . 


GRUB HOES 


Drop forged from highest 
grade steel carefully heat 
treated for maximum 
strength and wear. 


RAILROAD PICKS 


Five weights, five to nine pounds. Rugged 
tools for long hard use. 


Pe) -N, Le], |» mi o7-\ i .¢ 
O%ESN06 Cir 


DULUTH, MINN. Est 








TORONTO, ONT 
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Swan PRESSURE-MESH Garden Hose has a smooth, 
tough innertube of LOW TEMPERATURE plastic 
reinforced with Nylon truck tire cords, and a cover of 
virgin viny] plastic. It is light weight, easy to handle, 
easy to clean and keep clean. 

Special heavy duty couplings consist of smooth, flush- 
mounted nickel-plated ferrules, and a nickel-plated 


nut with extra gripping surface which makes it easy 
to secure quick, watertight connections. 


SWAN'S NEWEST HOSE CREATION! 


A Nylon Truck-Tire-Cord-Reinforced 
Plastic Hose that remains 

soft, flexible, pliable, 

and easy to handle 

in temperatures 

as low as 50 degrees! 

Leave it under full water 

pressure in hot sun for days 

with no danger of bursting! 


— 


50-FT FULL Y2 INCH| *° $745 


INSIDE DIAMETER C Oil | 


Available in beautiful light green color in full /.-inch 
and %-inch inside diameters. The ',-inch size WILL 
DELIVER 10.5 GALLONS, AND THE %-INCH SIZE 
17 GALLONS PER MINUTE AT NORMAL WATER 
PRESSURE. TIME REQUIRED TO WATER THE 
AVERAGE SIZE LAWN IS 5.2 AND 3.1 HOURS 
RESPECTIVELY. 


Fact tag tied to each coil gives complete product 
information. 


PACKAGING SHIPPING UNIT 


il coupled 
il coupled 
il coupled 


5 coils per 125-ft. carton 
5 coils per 250-ft. carton 
3 coils per 225-ft. carton 


Full 
8860 Green - ng 


SWAN RUBBER COMPANY « Bucyrus, Ohio 
WORLD’S LARGEST MANUFACTURER OF GARDEN HOSE 


il coupled 
il coupled 
il coupled 


5 coils per 125-ft. carton 
5 coils per 250-ft. carton 
3 coils per 225-ft. carton 








EACH YEAR Mare and Mare Amerisans 


SWAN 


REINFORCE D 





SWAN SINGLE BRAID 
BLACK No. 165 $6" 


to retail at 


For a 50 ft. full Vo inch 
inside diameter coil 


GARDEN HOS 
rors = 


SWAN SINGLE BRAID 
BLACK No. 8050 $7765 


to retail at 


For a 50 ft. full %/16 inch 


inside diameter coil 


SWAN SINGLE BRAID 
GREEN No. 8000$7795 


to retail at 
5 Yeo 
Guarante’ For a 50 ft. full 2 inch 


inside diameter coil 


RUBBER 


GARDEN HOSE 
> 


=< 


SWAN SINGLE BRAID 
GREEN No. 8100$@95 


to retail at 


For a 50 ft. full 3% inch 
inside diameter coil 


SWAN SINGLE BRAID 


RED No. 8101 $Q% 


to retail at 


For a 50 ft. full 3% inch 
inside diameter coil 


0 Year 
Guarantee 


SWAN DOUBLE BRAID 


GREEN No. es 395 


to retail at 


For a 50 ft. full % inch 
inside diameter coil 








No. 8856 


Guaranteed 
8 Years 


al $6” 


For a 50 ft. full 
Yo inch inside 
diameter coil 


f 


SW ANSEAL 


No. 8500 
Guaranteed 
8 Years 


ee 5° 


For a 50 ft. full 
Yo inch inside 
diameter coil 

ALSO AVAILABLE IN 


BRILLIANT RED 
(No, 8501) 


i 


No. 8640 


Guaranteed 
8 Years 


For a 50 ft. full 
5, inch inside 
diameter coil 









TRANS-LITE 











Full 
7/\e inch 
inside 
diameter! 







LOOK! §=50 FEET... $3.95 | 



























COLORS 
1 PLASTIC + LIGHT ween! 
+ DURABLE + BEAUTIFUL 


centund i writing tae 3 pours 


vingin ViNY 


















Ful 
“hs inch WH LOOK! 50 FEET....54.95 
diameter! 






gy THE CROWN JEWELS hg 
Plastic Garden Hose 


* VIRGIN VINYL PLASTIC * LIGHT WEIGHT 
@ EASY TO HANDLE © DURABLE © BEAUTIFUL 
woranteed in writing for 5 Yew 





SWANSEAL | «ors 


Full 
Yo inch 
inside 


diameter! 








VISIT US IN ATLANTIC 
Booths 206-208 





CITY 

















is Sward IMPROVED 


TRIPLE-TUBE 
SPRINKLE-SOAKER 


The Swan Triple-Tube Sprinkle- 
Soaker is made of light weight, 
super strength plastic which tests 
2400 Ibs. tensile strength! Has 
beautiful green “High Fire” finish. 
Water channels are larger, “hole 
growth” has been eliminated, and 
greater sprinkling and soaking 
ability achieved at lower water pressure! Easy to un- 
coil, and place on lawn. 


The Sprinkle-Soaker lies absolutely flat like a ribbon. 
It will not twist out of position under pressure, and 
remains exactly where it is placed. Thus it sprinkles 
the exact area desired. The only practical way to sprin- 
kle or soak long narrow strips, terraces, uneven terrain 
— all those hard-to-get-at places. Since the water 
openings are on one side of the tube only, it will 
not wash out soil or tender roots when sprinkling. To 
use as a soaker, turn the water openings down and 
adjust pressure. 


Flat Side Rests 
on Ground 
Water Openings 
Up 


Special inserts where water enters tubes balance the 
water flow to each tube in correct proportion, thus pre- 
venting tube collapse, and assuring even water volume 
to all three tubes the full length of the Sprinkle-Soaker. 
Water openings are scientifically placed to assure every 
square foot of area is thoroughly soaked. 


Has special Swan triple-tube male and female couplings 
with indestructible plastic end cap for flushing out, or 
attaching Sprinkle-Soakers in series. Available in 25 
and 50 foot lengths. Mounted on full color display 
board as illustrated. 


> Sivan LAWN SPRINKLER 





STYLE LENGTH PACKAGING WEIGHT 








No.3 25 ft. 
No. 3 50 ft. 


10 sprinklers to carton 10 Ibs. 
10 sprinklers to carton 18 Ibs. 




















NOTE: Available in cartons only. 





LENGTH PACKAGING WEIGHT 





20 fr. 10 sprinklers to carton 5 Ibs. 
35 ft. 10 sprinklers to carton 7 Ibs. 

















NOTE: Available in cartons only. 


on 


lings SO ee 
pew’ Smee 
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World's Lergest Monvtecturer of Garden Nose 


y 





LENGTH PACKAGING WEIGHT 








25-ft. 5 Sprinklers to carton 11 Ibs. 
50-ft. 5 Sprinklers to carton 19 Ibs. 

















25-FT. 
RETAILS AT 


$439 


20-FT. 
RETAILS AT 


$415 


: ae SWAN RUBBER COMPANY 


Swarr NO. 3 
PLASTIC SPRINKLER 


This full 5¢-inch inside diameter Swan lawn sprin- 
kler and soaker is made of virgin vinyl plastic. 
Hundreds of holes pierced all around the tube throw 
out a gentle rain-like spray about 20 feet wide the 
entire length of the tube. 


Available in 25 and 50-ft. lengths. Beautiful grass 
green color with mirror-smooth flame finish! 
Equipped with brass female coupling and end clip. 
Has strong, colorful wrap-around’ display band 
which tells complete product story. 


Swart No. 2 
PLASTIC SPRINKLER 


Here is excellent value in a lawn sprinkler everyone 
can afford! Made of beautiful green plastic in 20 
and 35-foot lengths. Full 14-inch inside diameter. 
Hundreds of small openings pierced all the way 
around the tube produce a steady rain-like spray 
about 15 feet wide the entire length of the tube. 


Equipped with brass female coupling and end clip. 
Strong colorful band packs terrific selling punch! 


BUCYRUS, OHIO, U. S. A. 














A QUICK-SELLING 
PROFITABLE LINE 
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new National Lock Hardware 


in striking Brass 
or Copper and 


Dead Black 


A FAST-MOVING ASSORTMENT CONSISTING OF SELECT 
PULLS ... KNOBS ... BACKPLATES . . . HINGES .. . CATCHES 


If you’re not totally familiar with Decorator ... National 
Lock’s newest cabinet hardware creations in fashionable 
Brass or Copper and Black ... or, if you’re not aware of 
the colorful Display Board, ‘‘Select-a-Pakaging” and other 
sales stimulators included in the assortment ... you are 
urged to contact your supplier or write us for details. Do 
it now and cash in on National Lock’s current nation-wide 
consumer advertising program featuring popular Decorator. 


SEE IT AT THE HARDWARE SHOW ... BOOTH 39-40 


NATIONAL LOCK COMPANY 


Rockford, Illinois ¢ Merchant Sales Division 


For Details Circle 29 on INQUIRY CARD 
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... selling the Scale with a light in it— 

the only plus-value feature in scales today. Over 45,000,000 
readers will see her in full color pages in Saturday Evening 
Post, Better Homes & Gardens, House Beautiful 


(plus two-color ads in Parents, Good Housekeeping, Living and Ebony) 


offered exclusively by 





COUNSELOR 


THE BREARLEY CO., 


40 


Order Star-Lite from your jobber 
Retails at $9.95 east; $10.45 far west. 
Other models from $6.95. You get full 
profit with Counselor protected prices. 
TIE IN WITH THE TREMENDOUS 
SALES VALUE OF THIS PROGRAM 


COUNSELOR 


in all the world, no 
other scale like it. 


Rockford, Ill. © America’s Foremost and Largest Producer of Bath Scales 
For Details Circle 30 on INQUIRY CARD 
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7) Check List of 
Popular AMERICAN Chains 
for Your Farm Customers... 


e@ When you look over the following list of chain uses on the farm 
(and this is only a partial and incomplete list!), you realize that your 
farm customers can easily be your best customers for the wide variety 
of chain items offered by AMERICAN CHAIN. 

Your farm customers need quality chains for almost countless uses 
—every day in the year. You can turn their needs into your profits by 
stocking and displaying a full assortment 
of AMERICAN CHAIN items on your shelves 
and counters all the year around. 


For prompt service, order from your 
AMERICAN CHAIN wholesaler. 





ACCO 


products 


























C AMERICAN } 
ay (o/-V. 





Sell AMERICAN Chains for: 


C) Fastening gates C] Porch swings 


C) Identifying, controlling, |) Furnace regulating 


hobbling and picketing C0 Stringing fish 
farm animals 


Dog chains and runners 
(1) Anchoring boats ting tintne and» 


[) ...also cotter pins 
and 
C] Holding end gates repair links 


(] Work shop uses 


CL] Holding wagon boxes 


ACCO Chain Sales-Maker 


Your customers will buy chain when they can see it and 
feel it on your ACCO CHAIN SALES-MAKER. Pictured at right 
is Assortment No. 38, our most popular one, containing— 


175 ft. 2/0 Tenso Chain, Bright Zinc Plated 
125 ft. 3/0 Lock Link Chain, Bright Zinc Plated 
200 ft. 3 Tenso Chain, Bright Zinc Plated 
75 ft. 2/0 Twist Machine Chain, Bright Zinc Plated 
100 ft. 35 Sash Chain, Bright Zinc Plated 
200 ft. 1/0 Brass Safety Chain, Bright Finish 
200 ft. 16 Double Steel Jack Chain, Bright Zinc Plated 






The newly designed acco 
packages, in attractive blue and 
gold, make it easy for customers 
and salespeople to locate any pack- 
aged chain item in seconds. Dis- 
play these colorful packages on 
your shelves and counters for your 
farm customers’ convenience. 


American Chain Sivhine 
AMERICAN CHAIN & CABLE 


York, Pa., Atlanta, Boston, Chicago, Denver, Detroit, 
Houston, Los Angeles, New York, Philadelphia, Pittsburgh, 
4 Portland, Ore., San Francisco, Bridgeport, Conn. 

For Details Circle 31 on INQUIRY CARD 
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S22 Order from your nearby 
AMERICAN CHAIN wholesaler 





















Everybody 


loves 2 
winner! 


Success makes a profitable partner. That’s 
why more dealers are hanging out the 
sign that says,“USS Products Sold Here.” 
They know they’re keeping company with 
a winning combination: USS Fence, USS 
Roofing and Siding, USS Baling Wire and 
USS Nail-Paks. 

But winners aren’t made overnight. In 
the case of sales champs, it takes a repu- 
tation for quality and a lot of hard-hitting 
advertising and merchandising. United 
States Steel Farm Products have all these 
—and that wins business for you! 





United States Steel Products 
for more profitable farming 


United States Steel Corporation « Columbia-Geneva Steel Division 


Berta w Stmreeo STEEL 


For Details Circle 32 on INQUIRY CARD 
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Invest 


This Fact-Filled Book Shows 


You Step by Step How 
to Sell More of Everything 
in Your Store . 


@ Tested Ways to get more walk-in 
traffic, more trade. 


@10 Basic Reasons why Do-It- 
Yourself Flourishes, 


@10 Automatic Gains for the Re- 
tailer who follows this plan. 


. @How to Plan Store Layout to 
Meet — Habits of Your 


@To Sell it Display it: All About 
Displays 

@ Personality in Selling 

@ Direct Mail Rules 


@Promotion Kit, furnished by 
ech, Se til is illustrated and ex- 


25 Cc | 


1c 


Earn 71000 








ew Book on Merchandising, Selling and 
Advertising tells you how... Written in Plain 
How-To Style by Experts! Send for it now! 


Kenneth Kramer, Managing Editor of BUSINESS WEEK, describes 
this new book as “. . . a kind of post- graduate course in selling, keyed 
to the times, for today’s modern merchant.”’ 


It shows and tells you how to use American rental sanders as a means of 
earning ONE THOUSAND EXTRA DOLLARS of net profit yearly. 


Also—in this unique 48-page sales promotion tool—-experts show you how 
to use store layout, window displays, store interiors, personal selling, 
direct mail, telephone directory, store magazines, newspaper, radio and 
TV advertising to sell more of everything in your store! 


It’s something new and inspirational for every retailer and wholesaler . 
a new insight on do-it-yourself and how to sell! Send for this down-to- 
earth practical book today! Available only from American! 


PROFIT PROVED 


DO-NT-YOURSEF RENTAL TOOLS The American Floor Surfacing Machine Co. 














each type of store- WORLD-WNDE SALES AND SERVICE | 598 Se. $2. Cols $2, Yelode 3, Oto 
se | Enclosed is 2 5c. Please send me your new 48-page illus- 
| trated book entitled “A Tested Retailing Pian For Making | 
| $1,000 Extra Net Profit Year After Year!” 
* THE 

... All this and more, a MERICAN 1 Witinis.-,ssopncctiussbaibai sensei see 9 
quick easy guide to profit for 4 / lw i 

i the hi : 1 il FLOOR SURFACING MACHINE co. is FeeeeeeEPEPEE COCO OOO OCOCOCOCCOOCOOR CC OCOSOC COC TES 
ce ° ESTABLISHED 1903 B  atiate nests -osdeesidissbectecilliiilladl Neckesenmanaae | 
| Toledo 3, Ohio | CRY. nceedse S.cte ee % 
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LINCOLN 


Beaulyllane, 


This “beauty mark” identifies ©) O sonuine Beauty Ware 


NEW! 


POLYETHYLENE PAIL 


Available as inserts in 
14 qt. BeautyWare 
step-on cans...also for 
sale as separate all- 
purpose pails...sur- 
prisingly LOW-PRICED! 





te f 
ee 





EVERYWHERE, the pacemaker in pantryware 
is BeautyWare! Its unbeatable combination 
of rich styling, superb quality and Lincoln’s 
famous “extra features”, brings in profit- 
building volume sales all year ’round! 





See the complete BeautyWare line at the 
HARDWARE SHOW—N. Y. COLISEUM 
BOOTHS 668-669 


For Details Circle 34 on INQUIRY CARD 
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“THESE NOTED [en fission: cxsihes 
AMERICAN DESIGNERS A co 
ARE HELPING DESIGN 
BIGGER SALES FOR YOU!" 


EDWARD WORMLEY 





























There’s sure-fire sales stimulation for Cummins 
Portable Electric Tools coming your way — 
in a unique new promotion with 
A mn sizzling merchandising power! Six of 
America’s most famous designers have planned 
a series of beautiful home workshop 
projects — six breath-taking plans 
available from Cummins dealers . . . and 
promoted nationally in fabulous 
full-color ads in the Saturday Evening |*+«J 
Post, Better Homes & Gardens, [ase 


Macleans (in Canada); and 
black-and-white ads in Popular 


























fet by a 


3 Screwdriver Attachments 

at full retail price of $4.95 each 

and approximately $100.00 worth 

of Cummins Portable Electric Tools 

(at your full 3744% discount .. . 

on tools featured in our 
i} “ Fall Advertising Program). Make your 
selection from Cummins MAXAWS, 
retailing from $49.95 to $79.95 . 
Cummins 4” Drills, from 
$19.95 to $34.95 . . . Cummins 
Drill Kits, from $24.95 to $49.95 

. or other items in the 

Quality Cummins line. 


Science and Popular Mechanics. 









/ 







abe | 








this Special Promotion Package! Ss 


Eye-catching counter display stand ...25 each of 6 
“Famous Designer” Plans (150 in all) retailing for | 
25c each to give you a return of $37.50! ee 
See your Cummins salesman, or mail the handy coupon < | 
below for complete information ...but do it today! 




















= 2 ce te ee as ae A 
; , § 
Fs | Yes! Cummins Portable ElectricTools \ 
{ 5055 N, Lydell Ave., Milwaukee 17, Wis. = 
° | Yy PLUS I Full-Color ad blow-ups for windows or walls ! oe teen = | 
d , ! ; 
Counter display cards mins ‘*‘Famous NOE: d's sn ces cae eee eones EES en 
Dealer mats for tie-in advertising! I are rg ae = 
| PBDEEEG 6.4.6 vices cv evusteinssdedessesabesccusee " 
rush full de- 
| tails! ; ( 
Mode By Johar Oster MANUFACTURING CO., © 1956, J.0.M.C. Ie | ZONE... .STATE....c2e00-4 ff 
, 
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50$ 
FEET 3% 


Spmavs 25 Freer wipe 
FOR ENTIRE LENGTH 


mods aad guarenircd by 


R * it 


RESINITE TRIPLE SPRAY* 
FLEXIBLE SPRINKLER 


Most popular of all flexible sprinklers. 
Exclusive Resinite 3-tube design with 
larger center tube sprays more water 
further, covers area 25 ft. wide with 
gentle rain-like spray. Heavy, rugged 
vinyl. Long lasting. 25’ and 50’. 

*U.S. Patent No. 2,621,075. 


RESINITE GOLD STRIPE 
SUPER HOSE 


The ultimate in garden hose. Extra- 
tough virgin vinyl. Bright, glossy green 
with distinctive gold stripe. Weather- 
proof, won't rot or kink. Lightweight. 
Easy to coil. Machined brass couplings. 
Full size range: %", V2", %", %”. 25° 
50’, 75’ lengths. 


a F 


tO Tr 


. : f E; 
a. ype oh LIGHTER. TouGHeE 
BLE NON-KINKING 
FULLY GUARANTE 


NEW PROTECTION 
AGAINST ACCIDENTAL 


DAMAGE 


Now accidental damage of 





Resinite hose and sprinklers 
will be repaired at factory for 
just $1.50. (Sprinklers $1.00). 
Customer sends direct to us, 
saving the dealer time and an- 
noyance. Of course, Resinite 
products are guaranteed in- 
definitely against defective 
materials and workmanship. 

















PROVEN PROMOTION IN 57: 
- Resinite’s Terrific Sales-Byilding \ ~ 


SN OS ee 









POWER MOWERS 
GIVEN AWAY 


A sure-fire promotion for 
\\ building your store traffic. 
| The public must obtain en- 
try blanks from a dealer. 
Nothing to buy. Not a con- 
test. Again, many mowers 
will be given. 


FREE GIFTS FOR 
YOUR CUSTOMERS 


Generous package of amaz- 
ing new ‘Borden’s 38’ plant 
food given with a Resinite 
purchase during Fiesta. One 
application of this high- 
nitrogen, slow-release food 
lasts all season. 





BONUS AWARDS 
FOR YOU 


Dealers who place their Res- 
inite hose and sprinkler or- 
ders by Dec. 31, 1956 will 
receive a valuable bonus. 
Get complete details from 
your Resinite wholesaler or 
representative. 


HUGE AD PROGRAM 
YOUR STORE LISTED 


Smashing, full-page color 
newspaper ads plus large 
f follow-up and local ads will 
list dealer names. TV spots, 
radio, colorful display ma- 
terial will build sales for you 























NOW is the time to order your Resinite stock for '57. Call your 
wholesaler or send coupon below for details. 


HOSE AND SPRINKLERS Pens 


informatio, 


Address 


A SUBSIDIARY OF THE BORDEN COMPANY City 


Our wholesaler is 


Pee 





te 
J 
WINGFIELD PARK 


(At Belmont ond Wingfield Park) 


SATURDAY, MAY 19 
evervpoor wacom ALL DAVY vennoor wacone 
SEE! TRY THEM! 


SEE In ACTION the nev Suteom. Twin. Here's your chance to try the new- 
Sraceor cine Tit Sonata Tass TF! est in garden mowers and power 
< equipment, or if you prefer - watch 
fawn. fdctory demonstrators show you 
how you can save hours of time; 
% Y 
ca SEE A ee et SeSsz have actually better gardening re- 
sults with new modern tools. 
FACTORY DEMONTRATORS 





GRASS FLOOR 


. .. Makes Good Demonstration 
Site for "Lawn Mower Jamboree” 


Held by Reno Dealer 


FTER the Armed Forces Day Parade was over 
in Reno, Nevada, on May 19, many viewers 
took a stroll through the City Park. 

In one grassy section they found many power 
mowers in operation . . . cutting the park’s grass 
very neatly. This was not an ordinary commer- 
cial grass cutting job but a demonstration of vari- 
ous types of mowers. The Commercial Hardware 


PUBLICITY VALUE OF “JAMBOREE” IS EXCELLENT ALONG WITH ADS SUCH AS ONE AT RIGHT 
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area for Reno residents to try out various power 
mowers, many for the first time. Quite a few persons 
came with no intention to buy one but drove off with 
a mower in the car. 


SALESMAN GIVES PITCH to couple in park and 


urges the husband to try it out. 


Co. of Reno was using this method to show pros- 
pects how to use power mowers and the features 
of different types. 


It had been promoted for several days as the 
“Power Mower Jamboree.” Ads appeared in the 
local newspaper and spot commercials were used 
on radio. Window and in-store displays also 
helped to build up interest. 


The “Jamboree” was quite successful. It re- 
sulted in 12 immediate sales on that festive Sat- 
urday. The management reported many more 
sales in the following week and in subsequent 
weeks. 


According to a power mower representative 
who has helped several dealers put on a “Power 
Mower Jamboree,” it is not difficult for a dealer 
to handle such a promotion himself. It really sells 
power mowers and gives the dealer greater con- 
fidence in the machines stocked because he can 
see how they actually perform. 

This representative has prepared the follow- 
ing outline guide to help other dealers who may 
desire to present a “Jamboree” in their own 
community : 

1. Pick a site and make the necessary arrange- 
ments to use the property. (Parks, ball parks, 
fair grounds.) 

2. Present a sales meeting and try to enthuse 
the store personnel to back up the promotion. 
Encourage each employee to invite several per- 
sons. This will help assure its success as it only 
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YOUR HOME WORK SHOP 


takes a few people at such a demonstration to 
draw others. 

3. Contact the factory representatives that you 
want to be on hand. Manufacturers will be more 
than willing to cooperate. 

4. Build up interest throughout the week be- 
fore the “Jamboree” with a series of small blind 
newspaper ads and radio spots. Also, every time 
anyone in the store answers a telephone invite 
the person on the other end to attend. Print hand- 
bills to be given out at the store and/or to be dis- 
tributed door-to-door in the community. Run a 
large detailed ad in the newspaper on the day 
just before the event. (Many of the demonstra- 
tions have been held on Saturday, but in some 
communities Sunday may be a better day.) 

5. Use a full window display during the week 
prior to the “Jamboree” showing the participat- 
ing mowers in the demonstration. Also use an 
effective in-store display where you can dupli- 
cate a showing of the participating machines. 

6. Offer an incentive for the people to attend. 
Refreshments are almost a “must.” 

7. Bring your complete line to the demonstra- 
tion and give all prospects the opportunity to try 
them all. 

When you think about it such a demonstration 
event as a “Power Mower Jamboree” is a very 
basic idea. It is certainly easier to sell mowers 


on a grass floor than on a hardwood or concrete 
floor. 
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MARSHALL-WELLS . . . MONTANA 





Business Above and Below Ground Helps Jobber Grow 


ERE’S a formula for fabulous 
success in the wholesale 
hardware business... take a 
booming, multi-industry area 
(Montana and Wyoming), add 
a completely - stocked, full-ser- 
vice hardware wholesaler, sea- 
son well with plenty of buying, 
merchandising, and selling vi- 
sion, and you are on your way 
to “can’t miss” success. 
Billings branch of Marshall- 
Wells Company was a natural 
follow-up to the increase of pop- 
ulation and activity in the Wy- 
oming and Montana area. Orig- 
inally a four-story warehouse 
was built in 1920 with Duluth 
office maintaining the six sales- 
men on the payroll and the ac- 
counts receivable. With con- 
stantly expanding economy due 
to increased agriculture (South- 
ern Montana), livestock raising 
(Northern Wyoming, Eastern 
Montana), mining (Butte-Ana- 
conda area), petroleum (Wy- 
oming and now in Eastern Mon- 


tana), a full-fledged branch was 
established in Billings in 1931. 

From the original warehouse 
with 39,000 square feet, six 
salesmen, 12 office people, and 
eight warehousemen in 1920, 
Bilings branch has expanded to 
a modern plant of 90,000 square 
feet of which 10,000 feet are of- 
fice space and display room, with 
82 employees. 

The early merchandise divi- 
sion of Marshall-Wells in Bill- 
ings consisted of two merchan- 
disers. At present, there are 
four group merchandisers for 
the tremendously expanded vol- 
ume.’ 

Tinseth’s staff consists of 82 
employees including 14 sales- 
men. Harry Gundry, formerly 
of Marshall-Wells Seattle branch, 
is the sales manager while Don 
Light handles the office man- 
ager position. Warehouse man- 
ager Burnie Lossing and credit 
manager Jack Casserly complete 
the executive staff with the four 











group merchandisers. 

Jack Linton directs radio, 
major appliances, heating, steel 
kitchens, and service shop parts. 

Tools, power tools, heavy 
hardware, builders’ hardware 
and supplies, paint and paint 
sundries, and small appliance 
merchandising are handled by 
Leo Torborg. 

El Evey heads up the mer- 
chandising on plumbing and 
heating, while E. H. “Bud” Berg 
directs housewares, toys, floor 
covering, sporting goods and 
auto merchandising. 


Occupy Relatively New Building 


The present Marshall - Wells 
Company branch was built in 
1950. The building offers vast 
bulk storage space with 21 feet 
of height to the ceiling rafters. 
Forklift equipment is used 
throughout the entire ware- 
house. 

Although there were some 
questions as to the advisability 
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of moving from the down-town 
location formerly occupied to 
the city-edge location, easy park- 
ing facilities have made the de- 
cision a wise one. 


Territory serviced by Billings 
Branch includes all of Montana 
with the exception of the north- 
west corner, west of the Rocky 
Mountains. The northern por- 
tion of Wyoming is also within 
the Billings Territory, extending 
in a line from Jackson Hole 
Country south of Yellowstone 
Park through to the Black Hills 
region of South Dakota. 


Dealers Helped All the Way 


As in other branches of Mar- 
shall-Wells Company operation, 
the sales policy is clearly one of 
selling through the dealers— 
not just to the dealers. Adver- 
tising, promotion, display, sell- 
ing methods are all a big part 
of every salesman’s contact with 
his customers. This system of 
follow through right to the 
ultimate customer has built an 
unusually high morale and com- 
radeship between Marshall- 
Wells customers and Marshall- 
Wells people. Major sales events 
within the stores are attended 
by Marshall - Wells Company 
personnel who add their “on- 
the-floor selling know-how” to 
the dealers in moving more and 
more merchandise every year. 

Typical of these store promo- 
motions are the popular “Open 
House” promotions with as- 
sistance in planning every step 
of the way right down to selling 


FRED TINSETH, Billings 
branch manager (left) 
gathers the clan of de- 
partment managers for 
this informal photograph 
and an equally informal 
meeting. Left to right, 
Tinseth, Harry Gundry, 
sales manager; E. H. 
“Bud” Berg, group mer- 
chandiser; Leo Torborg, 
group merchandiser; Bur- 
nie Lossing, warehouse 
manager; Don Light, of- 
fice manager; Jack Cas- 
serly, credit manager; El 
Evey and Jack Linton, 
both group merchandisers. 
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on the floor during the event. 
This activity of intimate con- 
tact with the dealer runs right 
up the line to manager Tinseth. 
A Marshall-Wells store holding 
any kind of special sales event 
may well expect the booming 
voice and jovial personality of 
Fred Tinseth to walk through 
the door to add his ideas to the 
event. 


Located in Expanding Area 


“In the Montana - Wyoming 
area, we feel that there are great 
opportunities for expansion, and 
the sales in the past three years 
have been showing marvelous 
increases. For the first six 
months of 1956 we have shown 
a substantial increase over the 
sales of the previous year,” man- 
agement stated. 

“Although this is a large ter- 
ritory in miles, we have only 
591,000 people in our entire trad- 
ing area, but they are that great 
group of Western people who 
never say die, and who are con- 
tinually optimistic, which is re- 
flected directly into our busi- 
ness.” 

“The industrial activity 
throughout the territory is not 
too great. We do have six dif- 
ferent oil refineries spread 
throughout our territory and 
five different sugar factories 
spread throughout our territory. 
In the Butte area, of course, we 
have the big copper mines and 
the smelters. This is about the 
extent of the industrial activity 
in the whole territory.” 





“We must then primarily be 
dependent on the ranch and 
farm trade. Although we do 
hear the politicians screaming 
about the rancher and the 
farmer, still throughout this 
great western territory, through 
good farm and ranch manage- 
ment, we do have very success- 
ful operators who are the people 
who are buying the hardware 
merchandise today. 

“The building activity in both 
Montana and Wyoming has been 
very steady, in motels, hotels, 
bank buildings, schools, plus a 
goodly number of homes being 
built each year. 

“Quite naturally in a territory 
such as we have here, we must 
mention the great hunting, fish- 
ing and outdoor life that is en- 
joyed by all, plus our two big 
National parks — Glacier Na- 
tional Park and Yellowstone Na- 
tional Park. This has a tendency 
naturally to bring in a very 
heavy tourist traffic to the 
States, which we know gives us 
additional business, even though 
the tourist may not buy Major 
Appliances, etc., but the tour- 
ists do spend the money which 
makes it possible for the local 
people to buy many of the hard- 
ware items.” 

Changes come to every area 

. . but the experience of an 
old established firm, plus the 
new selling-heart of Marshall- 
Wells Company will continue to 
keep the Billings branch well in 
line as a dynamic portion of this 
large wholesale hardware firm. 

























Typical Work Day Report Below 
Shows How Mrs. Craig Saves Store 
Both Time and Money 


Monday, January 16 


9 o’clock—electric range at 6328 Stuart. 
Spent one hour and ten minutes teaching use 
of broiler, oven, and controls. Housewife did 
not understand method of setting clock on 
automatic oven turn-on. 

11 o’clock—4323 Hooker. 35 minutes with 
combination washer-dryer owner. Woman 
was found to be overloading the machine 
with result dryer unable to dry wet clothing 
completely. Also using too high temperature 
from water heater. 

11:45—2612 Williams. 15 minutes show- 
ing housewife controls on electric range. 
Replaced two snap-on control buttons which 
housewife did not know how to re-attach 
after pulling them off. 

1 o’clock—1859 S. University. Instructed 
housewife who complained foods were spoil- 
ing in her refrigerator. Found box on 
“economy operation” instead of colder tem- 
perature. While there demonstrated methods 
of cleaning interior and exterior. 

2 o’clock—812 Dahlia Street. 30 minutes 
with automatic washer owner dissatisfied 
with cleanliness of load produced. Found 
housewife using improper detergent, overly 
low water temperature, and overloading. 

2:45—1920 S. Downing. One hour with 
electric range temperature concentrated on 
proper use and cleaning. 

3:30 — 1261 Leyden. 25 minutes with 
housewife who complained that new dish- 
washer did not get film off of glasses and 
serving pieces. Wrong detergent again, in- 
sufficient hot water supply. 
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IN ADDITION to elimination of 





MRS. CRAIG is shown working out a SERVICES of Mrs. Craig, shown en- 


Home Demonstrator 
Pays Her Own Way 


“Nuisance Calls" are Eliminated 
and Salesmen are Free to 
Concentrate on Selling 


NTIL eight months ago, Downing Hardware, 

33 year old store in Denver, Colorado, was 
averaging between 35 and 50 “nuisance calls” in 
the service department per month. “Nuisance 
calls,” so titled because they are simple adjust- 
ments or changes which the housewife could han- 
dle herself if she understood the appliance, cost 
the appliance division anywhere from $2.50 to 
$5.00 in serviceman’s pay, milage, plus lost motion 
and wasted time. 


ta 


“nuisance calls” which saves store day’s home demonstration schedule tering customer’s front door, are on 
considerable in time and money, Mrs. with Wolf Lansing, firm’s sales man- a non-restricted basis. Customer may 
Craig has proven to be an effective ager. Mimeographed sheets are used call for a home demonstration any- 
sales closer when on the floor. for report on each call. time within 90 days of installation. 
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SIGNS posted on appliances throughout the store inform customers of Mrs. Craig’s services. Firm’s service manager 
(right) holds up three fingers which represent the total number of “nuisance calls” store had that week. 


“This is a type of call with which every dealer 
has to contend if he is at all interested in keeping 
good will,” Sam Bloom, Downing’s owner, indi- 
cated. “The housewife who finds that the oven on 
her range won’t turn on and calls in for a service- 
man to come and start it up can get just as angry 
as the customer with a more legitimate complaint 
such as a refrigerator which won’t freeze, a jam- 
med automatic washer, etc. Whether it is a time 
wasting nuisance or not we’ve got to respond to 
every such call or let our appliance customers step 
over to somebody else’s counter. 


Nuisance Calls Eating into Salesmen's Time 


“During the summer of 1955, nuisance calls 
were piling up so rapidly they were taking a con- 





TRAINED to assemble and disas- 
semble all ranges sold by the Denver 





FOLLOWING A DEMONSTRATION 


siderable slice out of the department’s efficiency,” 
Bloom continued, “To the point that our five-man 
crew could be counted upon to spin its wheels use- 
lessly during part of every day, answering calls 
which should have never developed at all. When 
these got to the point that we could see the need 
of hiring another man, we felt that the time had 
come to do something about the situation.” 


That “something” is Mrs. Ruth Craig, Down- 
ing’s personable home economist, who, in the 
space of seven months has not only cut “nuisance 
calls” down to one or two a week, but at the same 
time has built the Denver hardware store’s good 
will to an all-time high. She is responsible for at 
least 41 white goods or TV sales in six months, 





DURING DEMONSTRATION of com- 


firm Mrs. Craig has quite often been 
able to handle minor repairs and ad- 
justments on demonstration calls. 
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the next step is to sit down with the 
housewife for a “question and answer 
series.” Quite often leads for future 
sales are developed during talks. 


bination washer and dryer Mrs. Craig 
found that customer’s dissatisfaction 
with machines was caused by over- 
loading of both units. 











and literally “takes up slack” in the sales depart- 
ment so effectively that each of Downing’s five 
specialty men shared substantial earnings in- 
creases in 1955 directly traceable to Mrs. Craig’s 
efforts. ; 


Found Just the "Gal" for the Job 


In the 33 years of Downing’s appliance depart- 
ment, the big Denver hardware-homeware firm 
had never before made use of a home economist. 
However, when analysis revealed the possibilities, 
Mr. Bloom began interviewing candidates. The 
tenth applicant was Mrs. Craig, a demonstrator of 
long experience in Dallas, Texas. Like Mr. Bloom, 
Mrs. Craig is convinced that if every housewife is 
throughly checked out on each new appliance and 
all of her questions answered in advance, the 
costly volume of “nuisance calls” will dwindle. 
“Added to that, we realize that a lot of other 
advantages could be gained,” Mr. Bloom said with 
a smile, “First, there would be some intensely 
valuable good will developed which will show its 
full value in more competitive years ahead. We 
know that the sledding will be tougher through 
1956 and 1957 than in the two years past, and 
that complete satisfaction from a helpful home 
demonstrator will have a lot to do with the house- 
wife picking her dealer. All in all, our thinking led 
us to conclude that there was probably never a 
better time in our appliance retailing operations 
to add a home economist to the payroll.” 


‘Leaves Salesmen Free to Sell 


Now, after several months, Mrs. Craig has more 
than justified all of this thinking. In fact, she has 
become so important a cog in everyday selling 
that Mr. Bloom feels that “she makes the differ- 
ence” which two additional salesmen would repre- 
sent. Mr. Bloom believes in a “tight” sales per- 
sonnel situation rather than over-populating the 
staff, and maintains only five men. Still, before 
Mrs. Craig was added to the staff he had felt it 
imminent to hire two more men. 


“There isn’t any such necessity now, inasmuch 
as our regular five salesmen have been weaned 
entirely away from home demonstration, useless 
follow-up calls and other time-consuming waste 
effort,” he said, “The salesmen are free to spend 
all of their time selling.” 


Mrs. Craig Clinches Many Sales 


Mrs. Craig, a Southerner with long experience 
in home demonstration, is currently averaging 
from 6 to 8 demonstrations per day. She takes up 
in all white goods and some accessory appliances; 
notably electric roasters, vacuum cleaners, and 
some small electrics. She reports to the Downing 
showroom early each morning at store opening 
and spends all of her time on the sales floor when 
she isn’t out on demonstration calls. The reason 
for this is simple, according to Mr. Bloom. “We 
move her in as a closer,” he emphasized. “Where- 
ever one of our salesmen finds that his prospect 
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is wavering through fear that the appliance in 
question is too complex, that its operation will be 
too technical, we immediately call Mrs. Craig. 
When the salesman introduces her, points out that 
she will arrive practically as part of the delivery 
of the appliance, sales resistance often melts 
away. Everyone of our salesmen has saved a half 
dozen sales which were hanging on the fence, 
simply because Mrs. Craig was there to take 
over.” 


Signs Tell of Service 


Incidentally, a dozen signs painted in green with 
gold lettering, inform every visitor to the Down- 
ing showroom that each appliance sold will be 
demonstrated in the home by Mrs. Craig. Al- 
though such service is by no means new, it is still 
a relative novelty in the Colorado capital, and one 
which encourages the “almost sold” customer to 
go ahead with the order. 


Downing’s offer Mrs. Craig’s services on a non- 
restricted basis. Any customer may call for a 
home demonstration at any time within the first 
90 days of installation of the new appliance and set 
up a visit at any appointed time. In addition, the 
service department, which formerly received “nui- 
sance calls” with grim dissatisfaction, now simply 
bucks them along to Mrs. Craig’s phone—the 
nature of the call determining whether the cus- 
tomer involved needs a mechanic or simply a dem- 
onstration. “In fact, Mrs. Craig has successfully 
carried out many adjustments and repairs while 
on a demonstration call which are enough to repay 
the $2.50 minimum it would have cost to send a 
serviceman,” Mr. Bloom added. 


Pick Up Powerful Sales Ammunition 


On each call, Mrs. Craig makes notes on a 
mimeographed form which details in turn the 
time, type of demonstration, corrections made, 
and many other details. The form closes with 
customer’s remarks, customer’s signature with a 
page of comments and the question “Why was the 
purchase made at Downing’s.” Through keeping 
this information on each call, Downing’s is ob- 
taining a clear picture of operational methods 
best suited for selling most appliances, the cus- 
tomer’s attitude toward the firm and other “vital 
statistics” which will help to make 1956 and 1957 
easier sales years. 


From first to last, Downing’s Hardware “home 
demonstration” has been an effective success. 
Paid a salary plus a specific allowance, according 
to the demonstration carried out, and maintaining 
her own automobile, gasoline costs, etc., Mrs. 
Craig’s salary at the end of the first month 
amounted to only $26 more than the cost of the 
“nuisance calls” for the same period. The fact that 
she can effectually close sales otherwise “on the 
fence,” mollify angry customers, and also create 
“second sales” has made her such an asset that 
Mr. Bloom is wondering out loud “Why didn’t we 
do this long before?” 
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Qwik-Service 


.to Save You Time 


@ for Qwik-Serviee Heip yourself 


© 4s usual charges « deliveries 


will be written up by sales peopie 





LARGE PLACARD at head of stairs to basement division 
in the downtown store assures customers that Shorrocks’ 
“Qwik Service” operates there as well. 


P. SHORROCK and his two sons, Robert, Jr., 
» and Richard, of Shorrock’s Hardware in 
Sacramento, California, took their time about a 
change-over to self service in their downtown 
store. This experience helped them to provide an 
excellent service in a new store in a suburban 
shopping center which was opened several months 
after the inauguration of the system in the down- 
town store. 


When they changed over to self service in the 
downtown store, they promoted it heavily as their 
“Qwik Service” system. 


Careful Study Made of Customer Reaction 


They felt that self-service streamlining was un- 
doubtedly the trend of the future in the hardware 
business but that there were questionable factors 
to be thoroughly studied before jumping onto the 
self-service bandwagon. 

Two years of observation and study prefaced 
the change at Shorrock’s and this preliminary 
planning has paid off well through immediate cus- 
tomer acceptance and no necessity for major ad- 
justments after the system was set up. 

First phase in their study was to analyze the 
advantages of self service. Obviously, a self-ser- 
vice, central check-out system would enable them 
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Self Service 
Tried in Two 
Types of Stores 


Sacramento Dealer Experiments 
with Various Methods of Serving 
Clientelle in 2 Types of Stores 


to handle a greater number of sales with the 
same personnel. But what about the customer 

. would he like the system or would he go to 
a store where he would get the assistance he was 
accustomed to? 


To answer this question, the management spent 
some time observing customer reactions. Two dis- 
coveries they made convinced them that self-ser- 
vice would work to the advantage of the customer 
as well as their own. For one thing, they found, 
after a careful check, that a sizable number of 
people left the store without making a purchase 
at rush hours simply because they couldn’t get 
waited on in the short time they had for shopping. 


Discovery number two: customers do not like 
to keep a salesperson waiting while they try to 
think what else they might be needing. Having 
gotten the item they specifically had in mind, they 
might hesitate, eye the shelves in the immediate 
vicinity, then look apologetically at the waiting 
salesperson and say “I guess that’s all.” 


Next step in the planning was to find a way to 
introduce the new system to assure immediate 
customer acceptance. The customer should feel 
that far from being deprived of something the 
change was being made for his benefit. Important, 
too, the regular customer should not be confused 








by the new system and at a loss as to how to make 
a purchase in this “strange, new store.” 


Heavy Promotion Used for “Quick Service" 


The Shorrock’s decided on the use of the term 
“Qwik Service” rather than “self-service” which 
implies some burden on the customer. Having de- 
cided on a name that in itself signified customer 
benefit, the management used most media to pro- 
mote and to acquaint the public with the new ser- 
vice system before it was put into effect. In addi- 
tion to newspaper ads, and a full week of both 
morning and afternoon radio spots on two sta- 
tions, some 10,000 leaflets were printed and 
handed out at the noon hour in all major office 
buildings in the vicinity. 

These leaflets were captioned “Good News for 
You ... Hardware Store Adds Super Market 
‘QWIK’ Service.” The copy announced the clos- 
ing of the store on the following Saturday in 
preparation for the grand opening on Monday of 
the new streamlined “Qwik Service.” It assured 
the reader that there would be no reduction of 
store personnel .. . that they’d have all the help 
they were accustomed to, plus the usual charge 
accounts and delivery service. The new system 
merely meant quicker service and expansion of 
departments. 


This promotion prepared customers for a change 
that they should and would welcome. 

Then, to make sure that the prepared-in-ad- 
vance customer would have no difficulty under- 
standing how the system worked once he went 
into the store, there were plainly visible signs to 
tell him everything he needed to know. 


A placard in the window explaining “Qwik 
Service” greeted him first. Another placard was 
placed at the top of the stairs leading to the base- 


Plumbing. 


THIS HUGE SIGN informs customers the minute they 


enter the store what is in the basement and how to get 
there. 
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ment store to assure the customer that he was 
free to help himself there as elsewhere. A huge 
sign, visible from every part of the store, hangs 
from the ceiling pointing to the basement stairs 
and listing items to be found downstairs. 


All counters have mounted markers announcing 
the merchandise they hold in letters plainly read- 
able from any part of the floor. In addition, each 
counter bears a sign stating: “Qwik Service... 
Help Yourself . . . Please take your purchase to 
Check Out Counter.” 


The check-out counter is located at the center 
front of the store, and a “Charge” and “Delivery” 
counter toward the center of the first floor is 
plainly marked. 


Sales personnel are instructed to ask customers 
if they would like help but not to linger with a 
customer after directing or accompanying him to 
the proper counter unless he wants and needs ad- 
vice on his purchase. If it is obvious that the 
customer can help himself, the salesman excuses 
himself asking the customer to call him should he 
want help and otherwise just to take his purchase 
to the check-out counter. 


Sales Training Part of Program 


One thing that Robert Shorrock, Jr., points out 
for special attention is this kind of change-over 
to self service is the proper training of the sales- 
men. There was no major change in the personnel 
set up at Shorrock’s under the new system. Each 
salesman had responsibility for his own particu- 
lar department, as before. “We found, however, 
that our sales people took the self-service a bit 
too literally and in their desire to encourage cus- 
tomers to browse at their leisure, they under-em- 
phasized selling. Almost all of high profit mer- 
chandise in a hardware store must be sold. A 


SLOW-MOVING MERCHANDISE from all departments 
has been successfully sold on this “Stop-Sale” counter 
landmark. 
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couple of meetings to discuss this point was all 


that was necessary to hit the proper balance in 
sales approach.” 


The result of all this careful planning and ad- 
vance preparation was a gratifying number of 
congratulations from old customers and a 5 per 
cent to 8 per cent increase in volume of business 
in the first month of operation as compared to 
volume in the same month of the previous year. 


Next Store Starts 
With a Proved System 


After seeing what has been done to modernize 
and step up service in a long-established, heart- 
ef-city store, it is especially interesting to see 
what the same management will do with the prob- 
lem of a brand new store in a newly established 
shopping center of a fast-growing suburban devel- 
opment. 


Shorrock’s recently-opened hardware store in 
the Arden Plaza Shopping Center, several miles 
from downtown Sacramento, has 5000 square feet 
of selling space, an additional 1000 sq. ft. of ware- 
house area and room for expansion. 


No Signs in New Store 


The set-up of the store carries out the principle 
of “Qwik Service” but there isn’t a Qwik Service 
sign to be seen—in fact, there are no counter 
signs at all. 


Reason for this, explains Robert Shorrock, Jr., 
is that people in a suburban area, trading for the 
most part in newly established stores, do not need 
any indoctrination in the self-service idea. They 
know that they can wait on themselves if they 
wish to, but being in a suburban area “we want 
to stress customer help because people expect that 
kind of personal interest in a ‘neighborly commu- 
nity’ and they need it, more often than not, be- 
cause they’re coping with new-house-and-garden 
problems that are unfamiliar.” 


It is not difficult to understand why counter 
signs were eliminated. There isn’t a concealed 
piece of merchandise in the entire store. Counters 
are completely open, and wide aisles invite brows- 
ing. Side walls lined with movable panels of per- 
forated board display merchandise and quickly 
indicate the location of various departments. In 
short, the customer immediately gets the feeling 
that he can very quickly and easily find anything 
he wants, and the absence of signs informs him 
that he is invited to ask if he wants information. 


Custom-Built Fixtures Waste No Space 


The counters were designed by Robert Shor- 
rock, and there isn’t one inch of wasted material. 
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THIS PLACARD explaining “Qwik Service” placed in 
the front window prepares customers for self-service sys- 
tem. 








ADVERTISED fruit trees and bulbs profitable; helps sell 
related items such as garden tools, insecticides, etc. 








EVERY COUNTER carries “Qwik Service” sign just in 
case customers may have missed other explanatory plac- 
ards. 
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THIRD STORE of Sacramento firm is located at 4304 
Arden Way in growing community’s big shopping center. 


Standard 8-foot lengths of perforated board and 
plywood painted with Zolatone were utilized to 
cut costs and streamline the construction opera- 
tion. The Zolatone gives a hard, anti-static sur- 
face that repulses dust. Shelves were planned for 
fiexibility. They will accommodate any size of 
compartment. If three small bins are wanted in 
place of one large one, it’s just a matter of remov- 
ing the large and clamping in the smaller. 


Compartments are marked with metal-bracket- 
ed signs identifying the merchandise and _ its 


FLEXIBILITY OF COUNTERS is shown in these two 
pictures. Basic units can be added or eliminated with ease 
to hold a large number of small compartments or to give 
free display to larger pieces of merchandise. Occasional 
change of merchandise helps create more interest for 
customers, as they come to store more often to see the 
different items. 


price, where such identification is necessary. All 
items are priced. 


The flexibility of the counters and of the side 
wall display panels carries out Robert Shorrock’s 
theory of flexibility in display. Although the gen- 
eral location of the various departments remains 
static, it is a simple matter to change displays, 
even daily, within the departments, and to bring 
“specials” and seasonal merchandise to the front 
counters of the main aisle. In five minutes time, 
a counter that held a couple hundred compart- 
ments of small items can be stripped down for 
display of toasters or other sizable objects. 


Another idea of interest: instead of window 
displays, per se, the Shorrock store has 15 feet 
of free space across the entire width where spe- 
cial displays can be grouped. These can be viewed 
from outside the store and are easily accessible 
to the customer inside the store. In this way, even 
“window display” merchandise is put on a self- 
service basis. 

The check-out counter at front center was de- 
signed for two-sided operation, but it is manned 
only at rush periods. At other times, the clerk, 
after helping the customer, rings up the sale. 


A cash register that departmentalizes cash and 
charge sales and literally keeps accounts receiv- 
able, eliminates the need for customer sales slips 
and posting and transferring of accounts. Mr. 
Shorrock says that the machine, in addition to 
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MANAGER of Arden Way Store, Robert Shorrocks, Jr., 
stands by flexible counter which he designed. Perforated 
board displays samples of merchandise in compartments 
below. 


eliminating the chance for human error, has cut 
the bookkeeping load in half. One bookkeeper 
can now handle the work for two stores. 


Advertising Used Consistently 


At the time of the Arden Way store opening, 
Shorrock’s took a half-page advertisement in a 
special section of the Sacramento Bee given to 
the opening of the new shopping center, a half- 
page in the Suburban Shopper, serving the par- 
ticular area, and 30 radio spots during the first 
two days. The management has continued to place 
weekly ads in the suburban paper and periodically 
takes sections, in conjunction with the Shopping 
Center Assn., of spreads in Sacramento papers. 





WIDE AISLES are a feature of new store as is the 15-foot 
deep display area which serves as “window display” across 
front of store. Displayed items are available to customers. 


A Shopsmith school, started three years ago, at 
Shorrock’s downtown store has been very suc- 
cessful and will soon be started at the Arden Way 
store. Classes are held once a week for six weeks 
under an instructor employed by the company. A 
movie is shown first, to demonstrate the work of 
a particular tool, followed by class instruction. 
There is a coffee break, courtesy of Shorrock’s, 
and a question period. The class attracts an aver- 
age of 40 to 50 persons each week. 


In keeping with the Shorrock tradition of flexi- 
bility—there’s a movable platform for the demon- 
strations, and it’s easy to move counters to make 
room for chairs. 
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WHERE WERE YOU IN 1906? 


If you have been working in the hardware field con- 
tinuously since that date we want to hear from you 
promptly so that we can celebrate this fiftieth anni- 
versary together. 


WATCH FOR OUR BIG GOLDEN ANNIVERSARY ISSUE IN NOVEMBER 
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Celebrates 35th Anniversary With New Store 


Leisurely Shopping Theme and New Departments Added 


OMPLETE self-service and 

an unusual side by side loca- 
tion with a retail furniture de- 
partment, features the hand- 
some new store which Peternel 
Hardware Company of Gallup, 
New Mexico, recently completed. 

More than 5,000 Gallup resi- 
dents toured the new store dur- 
ing the formal opening, accord- 
ing to Francis Peternel, head of 
the store. Two full-page news- 
paper ads plus the offer of a 
dozen drawing prizes helped to 
stimulate traffic which Peternel 
felt essential to call attention to 
his new downtown location. Re- 
freshments were served, “piped- 
in” music was provided, and all 
of the Peternel store’s personnel 
were on hand to act as “tour 
guides.” 

The new hardware store, as 
shown, occupies a prominent 
downtown location in the New 
Mexico “Indian capitol,” divided 
equally between home furnish- 
ings on the right and the hard- 
ware store on the left. As shown, 
following a “leisurely shopping” 
theme, Peternel laid the hard- 
ware department out over an 
80x25 foot space, to provide 
completely unimpeded traffic 
movement from front to rear. 
There are three large aisles di- 
vided by continuous shoulder- 
height hardwood gondolas, with 
a “display wall” along the left 
side. The hardwood gondolas, 
custom built to Peternel’s speci- 


60 


HARDWARE WORLD 














fications, feature broad var- 
nished plywood shelves which 
move up and down in special 
support brackets to accommo- 
date any size of merchandise. A 
“picture frame” molding around 
the lip of each shelf is provided 
with tiny slots into which cellu- 
loid price tags slip for ready 
price identification. 


Appeals to Women With Layout 


Major departments include 
paint, tools, housewares, toys, 
farm equipment, and builders’ 
hardware. As might be expected, 
in incorporating a hardware and 
retail furniture business side by 
side, Peternel has carefully laid 
out the hardware department to 
appeal to women, who make up 
more than 90 percent of the 
traffic in the furniture sections 
of the store. Consequently, the 
right row of gondola fixtures 
facing into the furniture area is 
composed almost entirely of 
housewares and toys, items with 
maximum appeal to feminine 
customers and responsible for 
the fact that at least eight out 
of every ten women will enter 
the store and circulate at least 
briefly through the hardware 


section. One of three hardware 
salespeople is always stationed 
at the aisle to greet such traffic 
and point out special features 
such as Peternel’s “do-it-your- 
self” department, which has 
been of high interest to women 
customers. 

Among new departments 
added in the move from a for- 
mer suburban location, Peternel 
Hardware Company has installed 
a complete sporting goods de- 
partment, with the emphasis on 
guns and fishing tackle. A dis- 
play window between the left 
entrance to the store and the 
wall will be devoted to sporting 
goods throughout the fishing 
and hunting seasons, where, be- 
cause of the huge size of the 
window, it can function almost 
as a separate “department.” 


Has Almost Complete Self-Service 


“Self-service is working out 
far better than we had ex- 
pected,” the New Mexico hard- 
ware retailer indicated, “natur- 
ally, it is impossible to maintain 
a 100% self-service operation, 
inasmuch as there are many 
small valuable items which we 
have been forced to keep under 





lock and key. These include 
locks, expensive reels, high 
priced small tools, etc. We have, 
however, managed to consolidate 
all of these in one glass case 
where the customer needs only 
to ask the sales person for as- 
sistance. Otherwise the cus- 
tomer is free to shop throughout 
the hardware department with- 
out assistance if she wants and 
to pay a cashier at the front of 
the store.” 

Peternel Hardware Company 
was founded in 1912 by the late 
Jacob Peternel, and has grown 
continuously in both hardware 
and furniture lines ever since. 
Before opening his original 
hardware store, Jacob Peternel 
was employed in New Mexico’s 
coal mines at Heaton, and Mrs. 
Peternel operated a _ boarding 
house for miners. Mr. Peternel 
moved to Gallup in 1910, where 
he opened the hardware store 
in a one-room building on the 
north side of Gallup, a building 
which was expanded more than 
15 times until the opportunity 
came along to acquire the pres- 
ent 75 foot front, two-story 
building, on Gallup’s main down- 
town shopping avenue. 





INDIAN ADOBE DWELLING CENTER ATTRACTION OF AWARD WINNING WINDOW 








WEST COAST AWARD went to the Valentine Hardware Company, Boulder, Colorado, Harold Stevens, window dec- 
orator. The central background is a home-made picture of an Indian Adobe Dwelling, showing the rickety ladders used 
to reach the roof and superstructure. Appropriate cards were used. This effective window display was supplemented 


with advertising copy. The combined effort stimulated ladder sales. 


Mr. Stevens reported that this display did sell 


a lot of ladders as it was intended to do, and has resulted in an increased ladder business since then. 
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SIGNS, one suggesting getting Christmas shopping worries over early, and the other asking the cooperation of lay- 
away customers in helping the store to have the lay-away package ready, are prominently displayed at Phoenix, Ariz., 


store. 


Signs Build Lay-Away Sales 


Tells Customers Conveniences of Shopping Early with Lay-Away 


OING a worthwhile job of 

lay-away merchandising de- 
mands getting an early start on 
the season, “educating” cus- 
tomers to lay-away and its ad- 
vantages, and ironing out all of 
the problems likely to develop 
in advance, according to Gil 
Palmer, head of Gil-Bart’s, hard- 
ware dealers of Phoenix, Ari- 
zona. 

For the Christmas season last 
year, Gil-Bart’s evenly doubled 
its lay-away buying and the 
year previous had likewise 
shown a sharp increase. In each 
case, the Phoenix hardware 
dealer did not leave it up to the 
customer to come in, select 
Christmas gifts, and place them 
in lay-away. Instead, the store 
did an aggressive, effective sell- 
ing job from mid-October until 
the last week of the Christmas 
season, to produce a lay-away 
volume which was a far more 
healthy chunk of total holiday 
sales. 
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Finds it Worth Extra Effort 


“Lay-away is well worth an 
extra effort,” it was pointed out, 
“if for no other reason than the 
fact that most of our lay-away 
sales have represented ‘plus bus- 
iness,’ over and above regular 
holiday purchases. The ideal 
lay-away customer is, of course, 
the shopper who takes care of 
several names on the shopping 
list simultaneously in the store, 
spending several times the 
amount which would normally 
be the case if she was required 
to pay cash. Therefore, we con- 
sider it highly worthwhile to in- 
vest plenty of time and actual 
expense in putting the lay-away 
program over.” 

Mr. Palmer set out on the orig- 
inal program three years ago, 
convinced that the term “lay- 
away” was in itself nothing 
more than a word to the average 
shopper. Questioning floor shop- 
pers picked at random proved 
him right. For the most part 


the customers interrogated 
thought that lay-away was some 
sort of credit plan and had only 
a hazy idea of the advantages. 
Accordingly, the Arizona 
dealer put into use the first of 
a series of signs which have 
been responsible for the out- 
standing increases mentioned 
above. In this case, each mem- 
ber of the store’s personnel was 
asked to wear a plastic button, 
six inches in diameter, with the 
message, “Ask about our lay- 
away plan?” printed in large 
letters. A sprinkling of gold, 
green, blue, and silver foil stars 
on the lapel buttons helped to 
insure attention to them. 


Sales Persons Talk It Up 


With eight sales people wear- 
ing these buttons from mid- 
October on each Christmas sea- 
son, the early introductien to 
lay-away buying was assured. 
Even if store visitors failed to 
ask any questions sales people 
took advantage of any interest 
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which they seemed to display 
and explained the system where- 
by a minimum down payment 
and weekly payments, geared 
to the customer’s income, would 
insure an early selection, elimin- 
ate much of the financial strain 
of the holiday season and entitle 
the customer to extremely elab- 
orate gift wrapping. Every ef- 
fort was made to keep a sharp 
eye for the customer looking 
longingly at one item after al- 
ready having purchased another 
with special incentives to sales 
people to “make the second sale 
through lay-away.” 

Next, Mr. Palmer takes ad- 
vantage of humor to make his 
shopping customers “lay-away 
conscious” no matter what de- 
partment of the store they may 
visit. Typical signs invite “Pay 
For Those Christmas Gifts In 
Little Pieces — Use Our Lay- 
Away Plan,” another repeated 
in almost every department of 
the store invites “Lay-Away 
Now — Get Your Christmas 
Shopping Worries Over With,” 
these points carry a lot of 


weight, Palmer has found, when 
they are backed by a personal 
explanation by sales people. 


Signs Help Minimize Misunderstandings 


Next, the Arizona hardware 
dealer has meticulously seen to 
it that lay-away purchases are 
carried through without excep- 
tion on the theory that any un- 
pleasantness, misunderstand- 
ings or mistakes, are bound to 
be publicized and thus have a 
derogatory effect on the whole 
lay-away system. Consequently, 
small signs at the lay-away 
counter where the customer is 
handed a receipt for the lay- 
away purchase point out “Fail- 
ure to make regular payments 
may cause forfeiture of your 
lay -away purchase.” This is 
necessary, according to Gil- 
Bart’s, due to the fact that far 
too many people are likely to 
let lay-away purchases slide 
until after Christmas, even 
through forgetfulness or sheer 
procrastination. 

Another all-important point 
which is covered by signs in the 


Arizona hardware store indi- 
cates “When You Intend To 
Pick Up A Lay-Away Purchase 
Please Notify Us Three Days In 
Advance.” These signs, like- 
wise put through the store after 
the first of December, have the 
all-important effect of permit- 
ting Gil-Bart’s to get the pack- 
age out on a convenient shelf 
for delivery to the customer, 
opening up the original kraft 
paper wrapping in which it was 
stored, checking the gift wrap- 
ping if such was specified or 
adding a new gift wrapping if 
it was not. “If the customer is 
forced to wait a long time while 
the package is located and it 
arrives dusty with rents in the 
wrapping, the original gift 
wrapping badly crushed, etc., 
the result is bound to be dis- 
satisfaction,” it was stressed. 
“By asking customer coopera- 
tion in giving us notice we have 
invariably insured that the good 
will which the ease of lay-away 
buying engenders is continued 
throughout the entire transac- 
tion.” 





WEEKS 


PAYMENTS PER WEEK 





UNTIL 


CHRISTMAS | $10.00 $7.50 | $5.00 $4.00 $3.00 





20 $200.00 | $150.00 | $100.00 ; $80.00 | $60.00 





15 150.00 | 112.50 | 75.00 60.00 45.00 








10 100.00 75.00 | 50.00 | 40.00 30.00 




















5 50.00 | 37.50 | 25.00 | 20.00] 15.00 

4 40.00 | 30.00) 20.00 | 16.00 | 12.00 

:e 3 30.00 | 22.50] 15.00 | 1200] 9.00 
2 20.00} 15.00 | 10.00} 800} 6.00 


























EACH SALES PERSON wears a large plastic button with 
the message “Ask About Our Lay-Away Plan.” Buttons 
are decorated with sprinkling of gold, green, blue and 
silver foil. 


THIS LAY-AWAY CHART when conveniently displayed 
about the store, makes it easy for customers who know 
the weekly payment they can make to choose the lay- 
away merchandise they can afford. 
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CONVENTION TIME... At Atlantic City 


Many Topics Will Be on Agenda for Formal and Informal Discussion 


The National Wholesale Hard- 
ware Association, and the Amer- 
ican Hardware Manufacturers 
Association will hold their joint 
Convention in Atlantic City, 
October 7-10. 

The Convention will open with 
the Presidents’ Reception at 5 
p.m. on Sunday to which all reg- 
istered delegates and their ladies 
will be invited. 

Several topnotch speakers will 
address the various meetings of 
the two groups as well as the 
joint meetings. 

This year there have been 
some changes made in the meet- 
ing schedules and program plan- 
ned for the four-day meet. The 
meeting of the National Asso- 
ciation of Sheet Metal Distribu- 
tors will be a joint meeting with 
the National Wholesale Hard- 
ware Association. 

The ladies luncheon has been 
changed to Monday, and will be 
held October 8, at 1:00 p.m. at 
the Claridge Hotel. The ladies 
will be furnished an admission 
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Charles L. Hildreth 


... President of the 
National Wholesale 
Hardware Association 





Mark J. Lacey 
. .. President of 
American Hardware 
Manufacturers 
Association 








ticket to this luncheon as part 
of her registration. 

This year, as usual, the Con- 
ference Booth Plan will be a 
part of the joint meeting. This 
will be held in Convention Hall, 
from 2:00 to 5:00 p.m. on Mon- 
day and Tuesday. Here, manu- 
facturers maintain booths and 
the wholesalers can move about 
the hall to confer with the vari- 
ous manufacturers. No merchan- 
dise is on display. Admission to 
the Conference Booth Hall is 
strictly limited to those wearing 
convention badges, and officers 
of both groups have always 
urged members to secure their 
badges well in advance. 

One subject that is almost sure 
to be under discussion at this 
joint meeting of wholesalers and 
manufacturers is that of unit 
pricing, in-as-much as the whole- 
salers at the 1955 joint meeting 
of the two groups adopted a res- 
olution urging all manufacturers 
to adopt such a system of pric- 
ing. 


In an address before the group 
last year, Burrows Morley, 
chairman of the wholesaler’s 
committee on packaging said, 
“We want Unit Pricing; our 
dealers definitely want Unit 
Pricing and most of all, our 
dealers need Unit Pricing. When 
the average hardware retailer 
is making just about two turn- 
overs a year, anything we can 
do to cut his high labor costs and 
to increase his turnover is im- 
portant to him, to us and to 
you.” 

The Central States Hardware 
club has announced that they 
will hold their 16th Annual Din- 
ner Party, Sunday, October 7, 
following the joint reception of 
the two groups. The dinner will 
be held in the American Room 
of the Traymore Hotel. The club 
will again sponsor a special train 
from Chicago to Atlantic City. 
The train will leave Chicago, 
October 6, at 2:45 p.m., and will 
arrive in Atlantic City, Sunday, 
October 7, at 9:00 a.m. 
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Keeps New Redwood Looking New! 


WoopsaVvE Plastic Redwood Finish _—_ chipping...lasts up to 5 years with- 
covers with a plastic film which seals out recoating. Dries in less than an 
the Redwood color to the wood, pro- hour. A gallon covers almost 600 sq. ft. 
tects against sun, rain, smog, sea air, For all woods, inside or outside, 
acid and alkali. WoopsavE keeps red- where a protective, natural finish is 
wood from flaking, peeling, fading or desired, use WOoDSAVE Clear. 


only $4.95 per gal. 


Rie = MsHional 


PAINT & VARNISH CoO. 


LOS ANGELES 23, CALIFORNIA 






For Details Circle 37 on INQUIRY CARD 


SEPTEMBER 1956 





ONP 1956 








ORS sncien war aes eNO 


SHOW TIME... At New York 


it's Back to New York After Two Years in Chicago 


PPARENTLY scheduling the 
1956 National Hardware 
Show for the New York Coli- 
seum, world’s newest and most 
modern exposition building, has 
stimulated buyers and exhibitors 
to early action, according to 
Frank Yeager, director of the 
show. 

He said that the show, sched- 
uled for October 1-5, had at- 
tracted a buyer registration that 
was at an all-time high, and that 
the exhibit space to this 11th 
annual National Show, was 90 
percent sold out back in April, 
which was five months in ad- 
vance of the show. 

In addition to the heavy hard- 
ware buyer registration, the 
registration in the Lawn, Gar- 
den & Outdoor Living field was 
reported as outstanding. 

Another record that will be 
broken this year will be the un- 
precedented volume of house- 
wares that will be shown by a 
record number of exhibitors in 
the most display space ever de- 
voted to housewares and related 
items in the hardware show, ac- 
cording to Mr. Yeager. 

The show returns to New 
York following the two years, 
1954 and 1955 that the show 
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SITE CHOSEN FOR THE 11TH ANNUAL NATIONAL HARDWARE SHOW, 
to be held Oct. 1-5, is the New York Coliseum, located on Columbus Circle in 
the heart of New York City. Building has a total of 300,000 square feet of 
exhibition space and is one of the world’s most modern show buildings. The first 
two floors have been assigned to hardware and allied products, while the third 
and fourth floors will be devoted to lawn, garden and outdoor living equipment. 
Passenger transportation within the building is provided by nine self-leveling 
maximum size elevators and seven reversible escalators. 


was held at Navy Pier, Chicago. 

The Lawn, Garden & Outdoor 
Living section can be expected 
to be expanded into a larger and 
better than ever division, as it 
has been each year since its in- 
ception. 

Alphabetically, manufacturers 
from Abacus, Inc., Chicago, to 
Zachman & Company, also Chi- 
cago, are represented among the 
exhibitors who will be showing 
their newest merchandise in 
their newest packaging. 

Packaging can be expected to 
draw considerable attention at 
this year’s show with many 
manufacturers coming out with 


new concepts to take advantage 
of the trend to self-service and 
the new display fixtures that 
are being used in modern stores. 

Mr. Yeager stated that al- 
though their hotel reservation 
department for buyers is 
swamped, he felt that they will 
be able to take care of all re- 
quests and that the hotel res- 
ervation department will be on 
duty up until show time. 

Buyers wishing reservations 
to be made should address Na- 
tional Hardware Show, Hotel 
Reservation Department, Suite 
1103, 331 Madison Avenue, New 
York 17, New York. 
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New in concept —new in derign 
Curdette Casual fixturcs are the brightest idea 





at today’s decor, Inaginative ruff tex tase 
Whir! Cord shades deftly uccented with 

gleaming brass. Definitely in the best of taste 
as decortive by day as they are lovely by night 


...at special introductory sale prices 


Matching : 
Wail fixture ’ sey 
We're introducing our new erde(te Casuals al very special Aopen : Hell or 
Intreductory Maney-Saving Prices all through the Mouth of October ' Entry-: 
. American Home Lighting Fisture Month : fiature 





Corderre Casual 'Go-Together? matched day ‘n_nite fixtures are 
specially designed to help, you achieve Unspiration-Lighting in 





Special Intreductory Prices for Limited Time 
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‘ sinew concept in lighting that dramatizes you Cordene Cosvet | Oe Reguior Y intr Ful 
bri Fixture: New 3. 
Select your tntroductory-Offer fixtures at your local electrical Three-Light Cluster 1427 | $34.95"! Pe 

| contractor, hardware, building supply of clectrical dealer today ( / 


| To" serve 


Soak [aiailtii| of AND Gago here nae ads 





rve your lighting needs, there are convenient Moe Light $12.95") $9 in 
t store displays in cities and towns nationally: F Walt Bracket | m-1423 | Stags" | R 
Special sale prices expire October 31, 19: ° 
& “Wiens we fer Padua only. Prices skghtty higher Denver and 
THOMAS INDUSTRIES INC tm | THOMAS MOUSTMES MC. Mee Ugh Divo, Oupt 060 
Originators of inspiration-Lighting re © Pare ene 2 Oe 

















Executive Officer—410 S. Third St., Louisville 2, Ky sicdivendhn caasecoeiestena Rati et ae Se Eee 
ln Canods: $401 The Queenmway, Toronte 14, Ontario, Concda wane 
THOMAS INDUSTINES INC. products: Mow Light and Stat Light home Kghiing nents ee pe 
we ore ce ete eee city oe ee eee 
5 RE-LIGHTING ... RE-MODELING ... 
all new, beautifully designed, attractively matched is sweeping the country with the national 
: . . “Operation Home Improvement.” Get 
Moe Light Cordette Casual fixtures — specially priced ver dure ok tit Maedine tamiaesn 
for one month and advertised to the hilt in the leading call your Moe Light Distributor today 
homemaker magazines. . . it all adds up to a deal you just wer Sack ond Hen ates aten 
gotta get in on! You build sales because your customers ae a 
. THOMAS INDUSTRIES INC., 
save . . . You make full profits because THEY’RE Moe Light Division, Dept. HW-9, 


SPECIALLY PRICED TO You! 6423 East Washington Bivd., Los Angeles 22, California 


Gentlemen, YES: ["] | want to get in on Moe Light's Cordette 
Casual Promotion. Send me full information. 


(_] Have my distributor salesman call on me. 


i; 7% THOMAS INDUSTRIES INC. Nome 





Originators of Inspiration-Lighting Company —.. “ 
Address___ vcimniaie 
Executive Offices — 410 S. Third St., Louisville 2, Ky. Cit 2 5 
Los Angeles Office: 6423 East Washington Blvd. ge eR RET Ke meres 
In Canada: 1401 The Queensway, Toronto 14, Ontario, Canada My Distributor is 
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OCTOBER MERCHANDISING 








FOURTH WEEK 





SECOND WEEK THIRD WEEK 
| 
Oct. 6-12 Oct. 13-19 
Hunter's Supply Time Hunter’s Supply Time 
(Cont.) 


Winter Appliance Fair 








Fire Safeguarding Is 
Cheap (Cont.) 


Fall & Winter Entertain- 
ing 


| 


Fall & Winter Entertain- 
ing (Cont.) 











FIRST WEEK 
Sept. 29-Oct. 5 
Eee REL 
WINDOW A Garden Clean-Up Time 
(Cont.) 
WINDOW B Fire Safeguarding Is 
Cheap 
IN-STORE Garden Clean-Up Time 
PROMO- (Cont.) 
TIONS 
AND Fire Safeguarding Is 
SOURCES Cheap (Feature fire- 
FOR place equipment and 
ADVERTIS- supplies, space heaters, 
ING portable. heaters, elec- 
tric lanterns and flash- 
lights, fire extinguish- 
ers, approved electrical 
| supplies and fire-resis- 
tant and -retardant ma- 
terials) 
Clean-Up Parade (Fea- 
ture all types of sup- 
| plies for home cleaning 
use) 
SPECIAL 
DATES 





Hunter’s Supply Time 
(Feature hunting equip- 
ment and accessories 
for deer, duck, and up- 
land game according to 
season) 


Fire Safeguarding Is 
Cheap (Cont.) 


Woodsman Tools (Fea- 
ture chain saws, cross 
cut Saws, axes, adzes, 
cable, chains, etc.) 


Clean-Up Parade 
(Cont.) 








Hunter's Supply Time 
(Cont.) 

Fall & Winter Entertain- 
ing (Feature formal 
and informal dinner- 
ware and allied items, 
beverage sets, lazy 
susans, vases, candle 


sticks, TV tables and 
accessories, cards, card 
tables, poker chips, 
games and accessories) 


Hunter's Supply Time 


(Cont.) 
Woodsman Tools (Cont.) 
Fireplace Equipment 


Heaters 





Winter Appliance Fair 
(Featureheaters, ranges, 
water heaters, washing 
machines, dishwashers, 
clothes dryers, ironers, 
garbage disposal units, 
radio and TV sets) 


Woodsman Tools 
(Cont.) 


Fireplace Equipment 
(Cont.) 


Heaters (Cont.) 





Oct. 7-13—Fire Preven- 
tion Week 


Oct. 12—-Columbus Day 








DO-IT-YOURSELF DISPLAY TIPS tight sup vispiay 


Created by Bill Haber 
(Builders Emporium, 
Van Nuys, California) 




















1. Start with a 2-square-foot panel 
of ¥,-in. plywood. Cut circle from 


center. This circle becomes base of 
unit. Plywood costs about 60¢ . . 
milling cost (if cut by lumber yard) 
about 75¢ to $1.00. Unit can be used 
to show many other types of mer- 
chandise. 
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2. Cut off one corner of “picture 
frame” outer section and toenail it 


to the round section. Use 2 blocks 
of wood to secure frame. It can be 
used stationary or base can be 
mounted on turntable (cost about $20) 
to make animated display. 


3. Mount electric outlets on both sides 
and wire. Place various bulbs in out- 
lets and keep lighted. This prop 
helped to move more than $3,000 
worth of bulbs per month at Builders 
Emporium, Van Nuys, and 500 flood 
lights for patio use. 
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Made 
on the Coast ees 


HOOK ANCHOR 
BOLTS 












































HIGH-STRENGTH 
STRUCTURAL 














CARRIAGE 
BOLTS 








TIMBER 
BOLTS 





Bethlehem Pacific makes a complete line of 
standard fasteners in a wide range of sizes and 
types. Besides bolts, we also turn out nuts, 
dowels, rivets, threaded rods and many other 
items. They're well-made fasteners, all of them. 
We control every step in manufacturing —from 
melting the steel to the. heading and threading 
on modern machinery in our three West Coast 
plants. 

See your Bethlehem Pacific jobber next time 





you need quick delivery of top-quality fasteners. 


BETHLEHEM PACIFIC COAST STEEL CORPORATION 


Sales Offices: Los Angeles, Phoenix, San Francisco, Portland, Seattle, Spokane 





gETHLEHEW 


STEEL BETHLEHEM PACIFIC 
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OCTOBER PROMOTIONS 





Fire 


Safeguarding 


Schedule: Sept. 29-Oct. 12 


OBJECTIVE — This merchandising program 
has been scheduled to tie-in with National Fire 
Prevention Week, October 7-13. 


MERCHANDISE TO PROMOTE—This is an 
excellent time to feature such winter-time mer- 
chandise as fireplace equipment, space heaters and 
portable heaters of all types. Also promote fire 
extinguishers for home and car. Naturally any- 
thing that can be construed as helping to prevent 
fires, such as UL approved electrical merchandise. 


WINDOW—Sign at side of window is made 
like a bulletin board with the title “Fire Safe- 
guarding is Cheap,” then paste on three or four 
photographs that can probably be borrowed from 
your local newspaper showing homes that have 
been gutted by fire. At the side of each put 
“LOSS” and under this word put the number of 
dollars involved. At the opposite side of window 
place fireplace equipment, space heaters and port- 
able heaters. Between the sign and the larger 
equipment place all kinds of smaller equipment 
and supplies on the floor. 


DIRECT MAIL—You could send out a direct- 
mail letter stating “You need fire insurance... 
plus. Fire whether you’re insured or not is always 
dangerous, your best insurance is the plus factor 
of protecting all the weak spots around your home. 
We are now featuring in our store an exhibit of 
a wide selection of merchandise as a reminder for 
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FIRE SAFEGUARDING 
1S CHEAP ! 














you to protect that home of yours. Some of the 
things shown are ...”, then list as many of the 
things as you want, along with prices and other 
descriptions. 


RADIO AD—“There is always a reason for fire. 
Your best insurance against fire is to correct all 
the weak spots in your home. The Hard- 
ware Store is making this easy for you by having 
an exhibit of merchandise that will help you pro- 
tect your home against the ravages of fire.’”’ You 
can also list a few of the items to give as an exam- 
ple of what to find at the store. 


NEWSPAPER ADS—Use a very heavy bold 
head for this copy: “Fire Safeguarding is Cheap 
. .. A few dollars may correct all the weak spots 
in your home that might otherwise cause thou- 
sands of dollars loss. As our part in Fire Preven- 
tion Week we are holding an exhibit of all the 
merchandise that you can buy to protect those 
weak spots in your home. Below are just a few 
selections of merchandise you will find there. 
Check your home and see where you need replace- 
ments, protection, etc.” Follow this with illustra- 
tions of such things as fireplace screens, fire extin- 
guishers, electrical supplies, etc. 


HARDWARE WORLD 














NOTHING SELLS LIKE REPUTATION! 


Pennsylvania 


Most respected name in mowers since 1877 


Your business is built on the quality of the products Lawn Mower line. Simply because no mowers made 
you sell. Sell the best and you get known for it... today carry as fine a name for sheer quality! Stock 
A you cash in on it. Not only today, but also tomorrow! them ... feature them! 


That’s why it pays you most to sell the Pennsylvania 
ORDER EARLY! Incentive prices on dealer purchases will apply prior to January 1, 1957 


1957 Pennsylvania ROTARY POWER MOWERS 





21” Penn Acco Self-propelled 
Rotary Power Mower 


18” Penn Acco 
Rotary Power Mower 










Finest, easiest-to-use rotary you can sell! 

Rugged 2.75 H.P., 4-cycle Briggs & Strat- 
ton engine has plenty of extra power for 

both self-propulsion and heavy mow- 
ing. Low-tone muffler. Finger-tip free- 
wheeling and throttle controls make 
it easy for customers to match their 












Now equipped with new hand throttle con- 
trol. Has easy starting 1.75 H.P., 4-cycle 
Briggs & Stratton engine with new low- 
tone muffler. Rewind or rope starter. 
Easily masters those tougher, faster- 
growing grasses — in addition to 
giving a “green velvet” trim to 
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finer grassed lawns. walking speeds. 


Model 68221 


(Rewind Starter) 







Model 66118A (Rope Starter) 
Model 66218A (Rewind Starter) 






20” Penn Acco 
Rotary Power Mower 















The quality electric for small lawn own- 
Has new hand throttle control. 2.25 H-P., ers! Powered with special, heavy-duty 


4-cycle Briggs & Stratton engine with re- 2 H.P., 3450 RPM motor. Mowing 
wind starter, low-tone muffler. As with and body features same as 18” 


all Penn Acco Rotaries, PENN ACCO Rotary. 
one front wheel may be 

staggered to prevent 

scalping. 
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ROTARY 


Model 6601812 






Model 67220A 
(Rewind Starter) 


MOWERS 


1957 Pennsylvania 
REEL POWER MOWERS 


1957 Pennsylvania 
HAND MOWERS 


NEW! Pennsylvania 
21” RIDING MOWER 


Pennsylvania’s answer to your 
“carriage-trade” market! A great 

new “sit-down” mower for large 

lawn care. “Has everything” 

plus all the quality that made 
Pennsylvania famous! Cuts a 

full 21” swath with Pennsylvania’s 
exclusive self-whetting mowing unit. 
3” wide semi-pneumatic tires give super 
traction. Large, padded coil spring seat. 


Model 42221C 


2.85 H.P., Continental ‘Red Seal’ Heavy Duty 
4 Cycle engine, rewind starter 


RIDING CYCLE converts most 
late model Pennsylvania 21” 
reel power mowers to riding 
mowers. 


ae, % 5 . 
Medel 4430-2619 aap 
TWIN TRAILER attachment widens dal 
scope of Pennsylvania Riding Mow- i M 
er to full 56” mowing width. 


Seta 


odel 4200 


Pennsylvania 18” EXETER Power Mower 


Tailor-made for your mass market. Features 
easy-turning, tight-corner mowing. Has 
Pennsylvania’s exclusive double-ground, 
self-whetting blades that stay sharp for 
years of normal use. Dependable 1.75 
H.P., 4-cycle Briggs & Stratton en- 
gine has low-tone muffler. Rewind 

or rope starter. Exclusive grass 
stripper prevents fouling of drive 

chain, sprockets. Low cut mod- 

els also available for bent 

and fine grasses. 


Model 22118 (Rope Starter) 
Model 22218 (Rewind Starter) 


Model 22118LC (Rope Starter) 
Model 22218LC (Rewind Starter) 





Pennsylvania 21” DE LUXE Power Mower 


The finest reel power mower you can sell! 

Has new lever controls. Blades are full Model 40221 
spring-tempered, crucible-analysis, double- 

ground and self-whetting. 1.75 HP. 4- 

cycle Briggs & Stratton engine has 

rewind starter, low-tone muffler. A 
Equipped with Pennsylvania’s 

grass stripper. Also available 
with 7 blades for bent and 
other fine grasses. 


Model 407221—7-blade for creeping bent 
and other fine grasses 


°y PENNSYLVANIA ca 
(PENN ANd ey 


Specifications subject to change without notice 


PENNSYLVANIA LAWN MOWER DIVISION 
American Chain & Cable Company, Inc. 
Stevens Lane, Exeter, Pennsylvania @ Bridgeport, Conn. 


it.: 230 Park Avenue, New York City, N. Y., U.S.A., Cable Address “AMCHAIN” N. Y. 


GREAT AMERICAN 


Best hand mower you can 
sell! 


Model 2415 (15”) 
Model 2417 (17”) 
Model 2419 (19) 


PENNA-LAWN 
Top value for medium price! 
2 models: 5-blade; 7-blade 
for bent and other fine 
grasses. 


Model 1516 (16”) 
Model 15716 (16” 7-blade) 


‘ 


Model 706E 
(Trimmer and Edger) ‘Sy 


- 4 4 
TRIMMER and EDGER 
A best seller! 3 tools in one 


— replaces half-moon hoe, 
grass hook, hand shears. 


Model 706A 
(Trimmer only) 


Pennsylvania 
SPECIAL 
Your high quality, 5-bladed 


mower at a low price. 16” 
width. 


Model 1416 (16) 


PENNETTE 


Narrow in size, wide in ap- 
peal! 12” and 14” widths, 
4 blades. 


Model 2112 (12”) 
Model 2114 (14) 


Litho in USA 














Fall & Winter 


Entertaining 


Schedule: Oct. 13-26 


OBJECTIVE—This theme gives you an oppor- 
tunity to stimulate sales in your entire house- 
wares section. This promotion embraces mer- 
chandise for both formal and informal types of 
entertaining . . . for dinner parties, for buffets, 
for card parties, for cocktail parties, for tea 
parties and any other kind of entertaining done 
during the “indoor” months. 


WINDOW—tThe card in the center of the win- 
dow looks like a formal invitation with the word 
Invitation printed on it in large type. In colored 
letters written at an angle across it is “Fall and 
Winter Entertaining Time.” Smaller invitation 
ecards can be used as price cards throughout the 
window and also with in-store display. Use some 
colorful mats, flowers and other things to give a 
feeling of gaiety to the window. Display formal 
dinnerware and glassware, and flatware in one 
group, informal or buffet type in another. Show 
also various types of specialty serving dishes, 
lazysusans, bowls, vases, and all other types of 
things used in entertaining. 


DIRECT-MAIL—Have printed on formal invi- 
tation stock the words Invitation on the front of 
a four page folder, and on the inside put the copy 
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as follows: “. . . to get ready for fall and winter 





entertaining. Come to Hardware Store at 
Street and see our wonderful display of 
merchandise that will make any entertaining an 
outstanding event in your life. As an example, we 
have listed a few of the new items you should 
definitely look for.” Then list a few items that 
you think may induce the lady of the house to 
come to your store. 





RADIO—“You are invited to come to 
Hardware Store any day this week to see some 
of the wonderful things that are available to you 
for your fall and winter entertaining.” Follow 
this with some suggestions of ideas of things they 
can see at the store, and if you want, list prices. 
Use this as one of several spot commercials and 
vary them with the types of items you suggest, 
and run at various times during the day when the 
housewife will hear them. 





NEWSPAPER AD—Have the printer set a 
small box in the corner of your ad with the word 
Invitation set in it. Follow this with such copy as 
“.. to see the latest for fall.and winter enter- 
taining.” 
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New! Pennsylvania 
21” RIDING MOWER 


Pennsylvania’s answer to your 
“carriage-trade” market! A great 
new “sit-down” mower for large 
lawn care. “Has everything” 
plus all the quality that made 
Pennsylvania famous! Cuts a Model 42221C 
full 21” swath with Pennsylvania’s 
exclusive self-whetting mowing unit. 
3” wide semi-pneumatic tires give super 
traction. Large, padded coil spring seat. 


2.85 H.P., Continental ‘Red Seal’ Heavy Duty 
4 Cycle engine, rewind starter 


RIDING CYCLE converts most 
} \\ late model Pennsylvania 21” 
Model 4430-2619 > ee | # reel power mowers to riding 


: mowers. 
TWIN TRAILER attachment widens le 

scope of Pennsylvania Riding Mow- { Model 4200 

er to full 56” mowing width. 


Pennsylvania 18’ EXETER Power Mower 


Tailor-made for your mass market. Features 
easy-turning, tight-corner mowing. Has 
Pennsylvania’s exclusive double-ground, 
self-whetting blades that stay sharp for 
years of normal use. Dependable 1.75 
H.P., 4-cycle Briggs & Stratton en- 
gine has low-tone muffler. Rewind 

or rope starter. Exclusive grass 
stripper prevents fouling of drive 

chain, sprockets. Low cut mod- 

els also available for bent 

and fine grasses. 


Model 22118 (Rope Starter) Model 22118LC (Rope Starter) 
Model 22218 (Rewind Starter) Model 22218LC (Rewind Starter) 


Pennsylvania 21° DE LUXE Power Mower 








The finest reel power mower you can sell! 

Has new lever controls. Blades are full Model 40221 
spring-tempered, crucible-analysis, double- 

ground and self-whetting. 1.75 H.P., 4- 

cycle Briggs & Stratton engine has 

rewind starter, low-tone muffler. A 

Equipped with Pennsylvania’s he 

grass stripper. Also available . 0 PENNSYLVANIA Goes 
with 7 blades for bent and a 
other fine grasses. Sl A 


Model 407221—7-blade for creeping bent 


ow 


and other fine grasses dl 


Specifications subject to change without notice. 
PENNSYLVANIA LAWN MOWER DIVISION 
American Chain & Cable Company, Inc. 
Stevens Lane, Exeter, Pennsylvania @ Bridgeport, Conn. 
xport Dept.: 230 Park Avenue, New York City, N. Y., U.S.A., Cable Address “AMCHAIN” N. Y. 


GREAT AMERICAN 


Best hand mower you can 
sell! 


Model 2415 (15”) 
Model 2417 (17) 
Model 2419 (19”) 


PENNA-LAWN 
Top value for medium price! 
2 models: 5-blade; 7-blade 
for bent and other fine 
grasses. 


Model 1516 (16) 
Model 15716 (16” 7-blade) 


Model 706E 
(Trimmer and Edger) 


TRIMMER and EDGER 
A best seller! 3 tools in one 
— replaces half-moon hoe, 
grass hook, hand shears. 


Model 706A 
(Trimmer only) 


Pennsylvania 
SPECIAL 
Your high quality, 5-bladed 
mower at a low price. 16” 
width, 
Model 1416 (16”) 


PENNETTE 


Narrow in size, wide in ap- 
peal! 12” and 14” widths, 
4 blades. 


Model 2112 (12”) 
Model 2114 (14”) 


Litho in USA 








Fall & Winter 


Entertaining 


Schedule: Oct. 13-26 


OBJECTIVE—This theme gives you an oppor- 
tunity to stimulate sales in your entire house- 
wares section. This promotion embraces mer- 
chandise for both formal and informal types of 
entertaining . . . for dinner parties, for buffets, 
for card parties, for cocktail parties, for tea 
parties and any other kind of entertaining done 
during the “indoor” months. 


WINDOW—tThe card in the center of the win- 
dow looks like a formal invitation with the word 
Invitation printed on it in large type. In colored 
letters written at an angle across it is “Fall and 
Winter Entertaining Time.” Smaller invitation 
cards can be used as price cards throughout the 
window and also with in-store display. Use some 
colorful mats, flowers and other things to give a 
feeling of gaiety to the window. Display formal 
dinnerware and glassware, and flatware in one 
group, informal or buffet type in another. Show 
also various types of specialty serving dishes, 
lazysusans, bowls, vases, and all other types of 
things used in entertaining. 


DIRECT-MAIL—Have printed on formal invi- 
tation stock the words Invitation on the front of 
a four page folder, and on the inside put the copy 
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as follows: “. .. to get ready for fall and winter 
entertaining. Come to Hardware Store at 

Street and see our wonderful display of 
merchandise that will make any entertaining an 
outstanding event in your life. As an example, we 
have listed a few of the new items you should 
definitely look for.” Then list a few items that 
you think may induce the lady of the house to 
come to your store. 


RADIO—“You are invited to come to — 
Hardware Store any day this week to see some 
of the wonderful things that are available to you 
for your fall and winter entertaining.” Follow 
this with some suggestions of ideas of things they 
can see at the store, and if you want, list prices. 
Use this as one of several spot commercials and 
vary them with the types of items you suggest, 
and run at various times during the day when the 
housewife will hear them. 


NEWSPAPER AD—Have the printer set a 
small box in the corner of your ad with the word 
Invitation set in it. Follow this with such copy as 
“. .. to see the latest for fall. and winter enter- 
taining.” 
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UNIVERSAL 1:7... 


“TAB-L-TOP” Food Chopper 
gives you 5 Decorator Colors! 


It’s just the chopper to put real snap in your sales! Whatever the color 
scheme of milady’s kitchen, one of these five carefully chosen decorator 
shades is sure to complement it perfectly. ““TAB-L-TopP” is a handsome 


addition to any modern kitchen. N EWI! : 
And “Tas-L-Top” is a dream to operate. Three different cutter plates } Four suction cups and 
make fast work of any food—raw or cooked. The extra-long handle turn the exclusive table edge positioner absolutely 


prevent slipping. The Universal “TaB-L-Top” 


for turn cuts any food faster and better. ‘ 
will not mar counter or table top. 


Better order plenty. These colorful new “TaB-L-Top”’ Choppers are 
sure to be best sellers, Particularly at the low $8.95 retail price. 
























“TAB-L-TOP” Self-Sharpening Swing-A-Part 
Food and Meat Chopper Food Chopper Food Chopper 
retails from $6.95 retails from $4.25 retails from $4.50 li 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
Fer Details Circle 41 on INQUIRY CARD 
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No Closed Seasons on Sales 


HERE are no “off” or closed 

seasons on shooting, but, the 
Autumn and Fall months are 
definitely “on” season as far as 
the hunting seasons are con- 
cerned, and these are the months 
when the sports department can 
expect the usual amount of busi- 
ness from the plinking and tar- 
get clan, and an increased 
amount of business from the 
tribes who head for fields and 
woods in pursuit of deer, ante- 
lope, waterfowl and upland game. 

Indications are that hunting 
conditions are going to be good 
in all Western areas, with forage 
conditions excellent for fowl 
and four-footed game alike, due 
to the snow pack and prolonged 
rains of last winter. 

The better-than-average game 
conditions and the increasing 
number of licensed hunters, 
should make this a good “hunt- 
ing season” for retail sales. 

And as a gentle reminder, it 
is well to remember each day 
that you don’t have to have a 
special license to do all the busi- 
ness you can. The general li- 
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cense you have, authorizes you 
to do just that, so why settle 
for one “buck” when your li- 
cense authorizes you to go after 
two or as Many as you can get. 


Game is Plentiful 


A dealer, located in the Great 
Central Valley of California, told 
me recently that his store was 
located within two hours’ drive 
of any kind of hunting or fish- 
ing that one could want. The 
surrounding valley was dotted 
with streams and lakes, the 
mountains on both sides offered 
several species of trout, as well 
as deer and other four-footed 
game, and the grains, wild and 
domestic, grown in the valley 
made this a mecca for duck and 
pheasant hunters. In addition 
to this, a two-hour drive to the 
West brought one to the salt 
water fishing of the Pacific 
ocean. 

With the exception of the 
most desolate areas of the West- 
ern States this same situation is 
true. Yet, how often, in talking 


to the occasional hunter, or the 
non-hunter, do we hear such re- 
marks as “I would like to take 
a week off from work so I could 
go deer hunting,” or “Hunting 
was great when I was a boy, but, 
now you have to go to Canada 
or Alaska to find any wild 
game.” 

True, the area where hunters 
have free access to game was for 
many years limited by private 
ownership and “No Trespassing” 
signs, and still is to a great ex- 
tent. Never-the-less, the past 
few years has seen more effort 
being made by the various or- 
ganized groups, especially the 
State Departments of Fish and 
Game, to have more public and 
private land opened up for hunt- 
ing. 


Non-Hunters Can Be Converted 


It seems then that it would 
be advantageous to a dealer to 
spend a little time, and perhaps 
a little money to convert the 
occasional hunter into a more 
active one, and to initiate the 
non-hunter into the fraternity. 
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You'll make more money selling 


victor 


Decoys 


—there’s a type for 


every duck hunter 


YEs, Victor offers the only complete 
line of duck decoys—a type_and species 
for every hunter in any area. Victor prices 
range from the lowest, through popular- 
priced models to deluxe. Sell Victors and 
you'll sell more decoys this season and 
every season. 











Victor Majestic Champion 


One piece Tenite plastic. Life size, color- 


fully finished, internally 
gy balanced. 5 species. 
Victor Majestic Standard 
Waterproof Tenite plastic. Adjustable 
head. Internally balanced. Realistic col- 


ors. 7 species. Oversize Deluxe model 
available in 6 species. 


Victor Tru-Life one piece, life- 
size molded fiber. Prebalanced, water- 
proof. A tough, light weight decoy at a 
low price. 3 species. 


Victor Veri-Lite Light, tough, 


waterproof molded fiber. Self-righting. 
Movable head can be glued in any 
position. 9 species. 


Victor Deluxe Goose 


Rigid, pressed fiber shell. Field 
type; can be converted to 
water use by adding board. 
Feeding and_ upright 
heads supplied. Standard 

Canada, Snow and Blue 
Goose models available. 








Other Victor decoys include wood, 
molded fiber field type, crow and owl. 
Also Victor Cro-Tone calls, anchors and 
balance weights. 

Order from your wholesaler 
ANIMAL TRAP COMPANY OF AMERICA 
Lititz, Pa. » Pascagoula, Miss. » Niagara Falls, Can. 

Fer Details Circle 42 on INQUIRY CARD 
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Perhaps a few “bucks” spent 
in advertising the available nat- 
ural game resources located 
within a radius of a half day’s 
drive of your store would do con- 
siderably more to boost sales 
than twice as much spent adver- 
tising specific merchandise. 

This type of advertising should 
be aimed at selling hunting first 
and merchandise second. The 
various State Departments of 
Fish and Game publish bulletins 
and maps that can be used along 
with local knowledge of hunting 
and fishing conditions in prepar- 
ing copy for this type of promo- 
tion. 

In addition to informing your 
customers and potential cus- 
tomers of the abundance of 
game and the various types of 
game, feathered, furred and 
finned, in your area, the ad copy 
should make even the person 
who has never hunted in his life 
want to don his boots, grab his 
gun and head for the fields. 


Story Needs Some Telling 


I’d be almost willing to bet my 
best deer rifle against a beat up 
bass plug, that if you headed 
your ad copy with “Do You 
Know that You Live Within an 
Hour’s Drive of the Best Duck 
Hunting Lake in The Country,” 
or whatever type of shooting is 
best in your area, that half of 
the readers could truthfully an- 
swer “No! I didn’t know we 
lived within an hour’s drive of 
the best duck hunting lake in 
the country.” These people can 
be sold on the idea that they are 
indeed fortunate to be living in 
such an area, and many can be 
sold on the idea that they should 
take advantage of this wonder- 
ful hunting, or fishing as it 
might be, that is sitting prac- 
tically in their laps. 

And furthermore, when you 
have induced a non-hunter or 
one who has been inactive for 
a long time, to join the active 
hunting clan, you will have 
picked up a customer who will 
be in need of one or more new 
Weapons, gun cases, ammuni- 
tion and other accessories; 
which can be added up to a big 
ticket sale. 

Getting back to the lack of 


open hunting areas, even where 
there is an abundance of game, 
or in some cases where game has 
become so populous as to be a 
nuisance or threat to existing 
range, there is much that can 
yet be done. 


Trend Seems to Be More Open Areas 


Federal and state agencies 
seem to be more cognizant of the 
fact that our natural resources, 
including game, belongs to all of 
the people, and are permitting 
more and more federal and state 
land to be used for hunting. 

On the local level, the retailer 
can do a lot toward making more 
and more private land available 
for hunting purposes. 

He can do this by working 
with local sportsmen’s clubs, or 
by joining forces with neighbor- 
ing retailers, or as a last resort 
as an individual. 

Most retailers have farmer 
and rancher customers, who 
along with their families, enjoy 
and use municipal recreational 
facilities such as parks, swim- 
ming pools, etc., and by working 
carefully in groups and as in- 
dividuals the “city folk” can 
gradually open up these lands 
that are closed to hunters. 


The First Step 


First the land owners need to 
be asked well in advance of 
hunting season for the use of 
their land for hunting purposes. 
Secondly they need assurance 
that property or livestock will 
not be endangered in any way. 

And, it has been the experi- 
ence in some areas, that when 
an organized group assures a 
farmer that they will treat his 
property as if it were their own, 
and will inform all members of 
the gun club or group, of the 
rules and regulations that the 
property owner attaches to his 
permission to hunt, that he is 
more than willing to open his 
fields. 

It all boils down to something 
like this: There is plenty of 
game in the field; plenty of 
fields that are either open or can 
be opened to hunters; and all 
that is needed is a more plenti- 
ful parade of customers through 
the sports department. 
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SPORT SHORTS 


APPOINTMENT — Winchester — 
Western Division of Olin Mathieson 

Chemical Corporation has announced 
F appointment of Clifford B. (Cliff) 
Doughman, one of the nation’s out- 
standing shooters, as assistant man- 
ager of trap and skeet shooting pro- 
motion. 

CHANGES NAME~— Outboard, 
Marine & Manufacturing Company 
has announced that the company’s 
name was changed August 1 to Out- 
board Marine Corporation. 

TAKES OVER NEW POST—A. B. 
(Burt) Shorb, nationally known sales 
training authority, has been appoint- 
ed sales training manager of Colt’s 
Patent Fire Arms Manufacturing Co., 
Inc. 

“PAY-LATER” PLAN — The Mar- 
lin Firearms Co. has announced a 
new, insured credit plan whereby any 
sportsman may buy one of firm’s 
weapons with a 10-per cent down pay- 
ment and the balance handled on 
; monthly payments. Under the plan 
the paper is turned over to the Sea- 
board Finance Company, a firm with 
about 300 offices in the United States 
and Canada. Each customer receives 

from the finance company an insur- 

ance policy which guarantees that 

any remaining payments are auto- 

matically cancelled in event of death, 

or 90-day permanent disability of the 
customer. 


REAP YEAR ‘ROUND PROFITS. . 





PICKS HER PRIZE RIFLE 


a . 
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GIVEN HER CHOICE of any Ameri- 
can-made rifle or shotgun, Miss Bar- 
bara Meadows, winner of a national 
poster design contest on hunting 
safety, selects a Winchester Model 88 
rifle from the racks of Abercrombie 
& Fitch, New York sporting goods 
store. Her winning poster will be 
seen throughout the nation this year 
as part of the annual hunter safety 
program conducted by the Sporting 
Arms & Manufacturers’ Institute. 


DEFENDS FISHING CHAMPIONSHIP 


“ 





CHAMPION, for the eighth consecu- 
tive year in the Plug Casting Division 
of the Annual Metropolitan Miami 
Fishing Tournament, G. N, “Jerry” 
Coughlan, president of G. N. Cough- 
lan Co., chemical specialties manu- 
facturers, is shown with two tarpon 
caught the same day. One fish, a 
135-pounder, was this year’s winner. 
Mr. Coughlan’s other winning tarpon 
have ranged in size from 124 lbs to 
160% lbs. The latter is a tournament 
record which he has held since 1950. 








When You Feature These Fast- 


Selling EMPIRE 


Backed by sales compelling national advertising, "EM- 
PIRE" Lanterns keep moving in steady, profitable volume 
to sportsmen, vacationers, motorists, farmers — 


everyone wanting the finest in dependable 


portable outdoor light. 


Keep Lantern sales rolling with 
these three popular "EMPIRE" 
leaders ... Others to choose from! 


TWIN-LITE 
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Two switches light either bulb * 
or both at once. Exclusive pivot 
base spots beam up and down 


— stays put on many angles. \ 


No. 872—$5.25* 


Tie METAL WA RE Corporation 


DeLuxe 
‘*TRAVELITE”’ 


it blinks — beams — or 
blinks and beams! Red 
flashing top light. 
base to position light in 


Lanterns 


wide arc. Twin switches 
operate both lights singly 
or together. Plastic handle. 


No.960 - $6.95* 


For Details Circle 43 on INQUIRY CARD 


TWO RIVERS 


CAGO, Merchendise Mort 



















Pivot 


FOCAL-RAY 

Pivot Base swings beam 
in full circle. Change from 
spot-beam to bright 

flood at turn of lens 
head. Plastic handle. 


No. 900— $4.25* 


*Slightly Higher In West 


WISCONSIN 


RK 





Mention 


one word- 


and it’s sold! 


& af 
“Quiet” 


~The GLOBE ‘‘48”’ 


It’s just that simple! The Globe “48” skate has un- 
beatable appeal. QUIET, shock-absorbent, rubber-tired 
wheels give top performance indoors or outdoors! And 
they have built-in parent appeal too! NON-MARK- 
ING and very popularly priced. Safeguard kitchen 
linoleum, tile, basement floors. Sturdy Globe construc- 
tion plus specially-designed wheel bearings provide 
smooth, effortless skating. Fully adjustable to most 
shoe sizes. 


GLOBE SELF-SELLING ‘48’’ FEATURES: 


¢¥ Standard size 16 ball 
rubber tire wheel. 


¥ Adjustable 8” to 1114". 


¥ Top grain cowhide strap 
with patent non-slip buckles. 


GLOBE-UNION INC. 


MILWAUKEE 1, WISCONSIN 


Shipping points -- Milwaukee, Wis. ® Denville, N. J. 
For Details Circle 44 on INQUIRY CARD 


¥ Soft rubber ankle pads. 
¥ Sparkling, bright finish. 


¥ Individually boxed with key. 
12 pairs to case—wt. 48 Ibs. 


_ SPORTS PROMOTION of the MONTH 


(Scheduled on our calendar, 
page 68, for Oct. 6-19) 
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OBJECTIVE—Is to create an inclusive “Fall 
Hunting” window that can be used any time dur- 
ing the fall months to tie-in with local hunting 
conditions and seasons. Window can be set-up as 
shown, including rifles, shotguns and hand guns, 
if types of game, and hunting seasons warrant 
using a window that has something for hunters 
of deer, waterfowl and upland game. Window 
can be converted to a single-purpose window by 
featuring either rifles or shotguns, and with addi- 
tion of mounted or stuffed species of game to fit 
the need. Include cleaning supplies in window to 
boost sales in these accessories. 

IN-STORE DISPLAY—Should tie-in with win- 
dow, through use of tree branches and cat tails, 
as well as the use of as many mounted or stuffed 
animals as you can secure. Mounted heads or 
stuffed specimens are excellent attention attrac- 
tions and if the store owns, or can borrow from 
local taxidermist or hunting customers, any un- 
usual specimens, they will well be worth the ef- 
fort as traffic stoppers. Specimens need not be of 
native game. In fact, the more foreign or unusual 
the better. 

ADVERTISING—Use mats supplied by manu- 
facturers to illustrate most popular models being 
promoted. If unusual stuffed animals are dis- 
played, see if the local newspaper won’t take 
pictures for use in editorial columns, and then 
arrange to use the cuts in your ads to invite cus- 
tomers to come to Hardware sports 
department to see the strange “critter.” 
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for top quality in plastic pipe... 
INSIST ON THIS BeWAY PROTECTION 


The Pa 
YARDLEY / 
imprint’ ! 
, The seal of approval \ 


/ of The National 7 
Sanitation Foundation 


\ 
\ 
The Du Pont 


“Alathon” 25 green tag 
~\\ 


VV 


NOW ... you can always be sure of getting 
top value in every foot of pipe you buy. 
Yardley . . . the plastic pipe of guaranteed 
quality . . . offers three-way identification for 
your protection. 


Every foot bears the Yardley imprint and 
The National Sanitation Foundation’s seal of 
approval for drinking water. Look for the 
‘“‘“Alathon” 25 green tag, certifying that 


Yardley plastic pipe is made of Du Pont “Ala- 
thon” 25. This new polyethylene resin, devel- 
oped by Du Pont specifically for the produc- 
tion of pipe, provides higher burst strength 
and permanent toughness—qualities that as- 
sure lasting satisfaction. 


Insist on Yardley—the plastic pipe made 
of ‘“‘Alathon” 25—look for the three-way 
identification. 


Use Yardley Twin-du-it pipe for jet pumps 
and Sub-du-it for submersible pumps. 


fe ems 
fa SR} YARDLEY PLASTICS CO. 142 PARSONS AVENUE. COLUMBUS 15. OHIO 
[ z= \ -% in Canada: Daymond Co., Ltd., Chatham, Ont ° 


Export Soles: F. and J Meyer, 115 Brood St.. New York 4, US.A. 
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NEW PRODUCTS— Continued From Page 21 





153—“DIPCOAT,” a resilient plastic 
coating for tool handles and other 
equipment that can be applied at 
home, electrically insulates and is re- 
sistant to acids, oils, greases, water, 
and gasoline. Comes in blue, green, 
red and yellow colors.—Beckett-Har- 
cum Co. 


154—TRIANGLE SAFETY JACK 
raises car using two points of contact, 
lifting both bumper and wheel so that 
wheels come out easily. Safe, it is 
claimed no wheel blocks are needed 
even on steepest hills, jack takes very 
little trunk room. — Triangle Jack 
Company, Inc. 


-~ 


155—BARD-MATIC Garbage Elimi- 
nator now has perforated under- 
ground decomposition chamber to per- 
mit inflow of oxygen for increased 
bacteria action. All forms of house- 
hold garbage, even bones, eggshells, 
ete., are reduced to 85% liquid which 
seeps into soil.—Bardmatic Corp. 


156—MAGNA 11” BANDSAW is ad- 
dition to Magna line of single-purpose 
tools. Unit can also be used as an ac- 
cessory for Shopsmith to utilize 
Shopsmith’s 34 hp motor and variable 
speeds. Priced at $79.95, unit has 
many safety features.—Magna Power 
Tool Corp. 





157—TETCO CBM EXTINGUISHER, 
for kitchen, basement, garage and 
car, fights all kinds of fires including 
grease and gasoline. Contains war- 
developed Chlorobromomethane. Pres- 
sure shoots spray up to 18 feet. Fits 
the hand and has hook for hanging.— 
Tetco Co. 


158—TRIPLY-USEFUL TOOL, the 
Level Tape Square for home, work- 
shop or professional use, is an accu- 
rate and unbreakable level, a square 
at lower right corner, and a 10-foot 
replaceable Wyteface tape combined 
in one unit. Retails for $1.98.—Keuf- 
fel & Esser Co. 


159—UTILITY CHAIN KIT for do- 
it-yourselfers has 8 feet of jack chain, 
six “S” hooks, six rings, and two each 
button loops, belt loops and snaps. All 
pieces brassplated and _ lacquered. 
Ideal for hanging flower pots, signs, 
tools, plaques, etc—Turner & Sey- 
mour Manufacturing Co. 


160—TWO ELECTRIC STARTERS 
that can be used on entire Clinton 
Gem and Panther series engines can 
be adapted for use on many other 
types of small air-cooled gasoline en- 
gines. Both equipped with clutch, and 
mounting bolts. — Clinton Machine 
Company. 


which gives balanced pull in both 
planes automatically adjusts 5 to 6 
degree error in both the vertical and 
horizontal plane, and maintains com- 
plete contact with the strike plate up 
to the point of release —Ajax Hard- 
ware Sales Company. 
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Use Inquiry Postcard for Further Information About NEW 


PRODUCTS 





162 — PORTABLE STEEL SCAF- 
FOLD BENCHES that weigh only 25 
to 34 pounds, depending on size, can 
be folded down to fit in a car trunk. 
Light enough for one man to carry 
about on the job. Legs telescope for 
adjustable height. Extra sturdy. — 
Goldblatt Tool Co. 


163—“RENIAR” a new electric ap- 
pliance which freshens and purifies 
bathroom air automatically, is easily 
attached to toilet bowl rim. Unit 
starts operating when pressure on 
toilet seat activates automatic switch 
and shuts off when pressure is re- 
moved.—Strachan Machinery Co. 


164—POSITIVE ENGAGEMENT of 
the bolt, even with door misaligned as 
much as half inch in either direction, 
is claimed for Adams-Rite Model 666 
sliding door lock. Recessed escutcheon 
cups serve as flush pulls and offer 
maximum finger grip. — Adams-Rite 
Manufacturing Co. 
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165—“SHISHKEBAB’R” is a portable 
unit that converts almost any oven 
into a rotisserie, or it may be used on 
an outdoor grill or over a campfire. 
The nickel-plated unit sells for $3.00, 
including two spears and recipe book- 
let. Can be stored flat.—Ferris Prod- 
ucts. 


166 — EASY-HEAT all-in-one heat 
tape, which comes in five sizes, wraps 
around exposed water pipes and plugs 
into any 110-volt outlet to prevent 
pipes from freezing in sub-zero 
weather. Priced and packaged for the 
do-it-yourself trade—wWelcraft Prod- 
ucts Co., Inc. 





F 


167—LEIGH “BIG TOP” CANOPIES 
for patios, car-ports, porches, breeze- 
ways and many commercial uses, are 
available in 12 inch increments in 
lengths over 4’6”. Allsteel canopy 
will withstand high winds and heavy 
loads of ice or snow.—Air Control 
Products, Inc. 


168—HOWDY DOODY TV Tray- 
Chair is a versatile piece of juvenile 
furniture. First it’s a chair and then, 
with a flip of the back, it converts to 
a tray and a chair for TV snacks, 
homework and games. Upholstered in 
washable heavy gauge plastic.—Earl 
Randolph Corporation. 


at ae 
169—HANDY TOOL, the Sunbeam 
Grinder-Sander-Honer has powerful 
motor that develops up to % hp for 
sharpening, honing, sanding, debur- 
ring, etc. Ideal for home-owners, 
hobbyists or professionals in repair or 
garage work. Retails for $49.75.— 
Sunbeam Corp. 














170—S & M Wireless adjustable 
hangers keep mirrors and pictures 
level indefinitely. No wires needed. 
Hangers, which come with special 
nails, form a two-way steel grip that 
ends tilting, slanting and continuous 
realignment. Adjustable to 1/1000 of 
an inch.—Schrager & McGuire. 
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for 10) years 


. they’ve been learning the ropes 
with Tubbs superior cordage 


This year the oldest cordage company in the 
West celebrates its 100th year of manufacturing. 


Ever since July 23, 1856 when Hiram and 
Alfred Tubbs made the West’s first rope, Tubbs’ 
cordage products have played an important 
role in the development of western industry. 


Tubbs’ rope sailed with the clipper ships, rode 
the Concord stage coaches, worked in the 
me mining camps and on the cattle 
yan ranges; earning a solid reputation 
ra ae for rugged dependability. 





This tradition of service continues 
today in the fishing, lumbering 
and transportation industries—on 
the farm and in the home. 


CORDAGE 

COMPANY 

SAN FRANCISCO, SEATTLE, PORTLAND, LOS ANGELES, 
NEW ORLEANS, HOUSTON, CHICAGO, NEW YORK 


Master Rope Makers Since 1856 
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NEW PRODUCTS 








171—RE-STYLED line of Master Vit- 
Rock water heaters are now available 
in 20, 30 and 40 gallon sizes in both 
galvanized and corrosion-proof Vit- 
Rock lined tanks. The new line has a 
newly engineered raised, drilled-port 
burner for greater efficiency. Controls 
are compactly grouped to facilitate 
installation of the heater in an alcove 
or closet.— The Coleman Company, 
Inc. 





172—_ THREE COMPARTMENT 
SKILLET for frying, cooking, or 
warming three different foods at the 
same time, saves getting three pans 
dirty and clean-up time. Trillet fash- 
ioned of heavy gauge steel with a 
bright, easy-to-clean chrome finish, 
comes equipped with a cool Bakelite 
finger-grip handle with hole for hang- 
ing. Full 10” diameter gives ample 
room for large portions, yet uses heat 
of one burner.—Everedy Co. 


KORKY IMPROVED THREE WAYS 


Korky, the tank seal that is claimed 
to stop noisy toilets and costly water 
waste by eliminating guide arms and 
lift wires, has been improved ac- 
cording to the manufacturer, Lavelle 
Rubber Company. It is now available 
in appealing color, designed to present 
a more attractive display at the point 
of purchase. In addition it is made 
with Dupont Neoprene to assure 
longer life and the new Monel chain 
and linkage that is claimed to give 
extra years of service even in corro- 
sive waters that would destroy most 
metals. 

For Details Circle 173 on INQUIRY CARD 
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free self-serve SALES fixtures 


C-101 ASST. 
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Black & Silver 
and Blue Diamond 
Putty Knives 
Wall Scrapers 
Handy Knives 


72 Tools Total 


TOTAL SALES .. $80.40 
DEALER COST... 48.24 
40% PROFIT... 32.16 


— 
4 


NO. 99 
DISPLAY FREE 


C-102 ASST. 


>. 
ra 





Includes 
Black & Silver 
Putty Knives 
Chisels 
Wall Scrapers 
Razor Scrapers 
Paint Scrapers 
Handy Knives 


84 Tools Total 
TOTAL SALES $84.96 
DEALER COST... 50.98 
40% PROFIT 33.98 











NO. 99 
DISPLAY FREE 


with these assortments of HYDE CARDOSELLS 


INDIVIDUALLY CARDED TOOLS 
HYDE ee Deceecs SSopere, Cc-103 ASST. 


fixup 4, dP aint-.p Tools 














Includes 


Black & Silver 
Putty Knives 
Wall Scrapers 
Razor Scrapers 
Paint Scrapers 
Handy Knives 


72 Tools Total 
TOTAL SALES ... $69.06 
DEALER COST .... 41.44 
40% PROFIT... 27.62 


NO. 99T 
DISPLAY FREE 


C-104 ASST. 
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Includes 


Blue Diamond 
Putty Knives 
Wall Scrapers 
Paint Scrapers 
Handy Knives 
Razor Scrapers 


84 Tools Total 
TOTAL SALES .. $66.06 
DEALER COST... 39.64 
40% PROFIT... 26.42 


, & NO. 99T 
DISPLAY FREE 


HYDE ORDER NOW FROM YOUR WHOLESALER OR WRITE HYDE 
CARDOSELLS HYDE MANUFACTURING CO. Southbridge, Mass., U.S.A. 


FOR MORE SALES 
SEE US AT NATIONAL HARDWARE SHOW—HYDE BOOTH NO. 72-73 TRADE MARK® 
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OW ! —when you SELL THE 
FIXTURES— 
ryt 


SELL the onty} 


MATERIAL for 
ATTACHING them | 
with screws to 
EITHER 


or SOLID 
WALLS . 




















Smart Hardware Dealers 
everywhere are selling 
PHILPLUG ANCHOR- 
ING COMPOUND to 
every purchaser of any 
type fixture. It’s the 
perfect tie-in sale, for it 
guarantees your customers 
that they can attach their 
fixtures with screws quickly 
and easily — to hold 
Sick Pt — in TILE 
ey PLASTER, CE- 
ENT or ANY 
MATERIAL. 
PHILPLUG is easy to 
use — simply drill, fill, 
pierce and screw. An 
Asbestos, Cementatious 
Compound, that becomes 
an integral part of the wWalis 
masonry and forms a PHILSTOPS for 
perfectly molded thread. HOLLOW Walls. 
Stays put under all conditions and is im- 
pervious to moisture indoors or outdoors. 
Holds full weight at once. 
PHILPLUG alone is used for all solid walls 
and with PHILSTOPS for all hollow walls. 
PHILPLUG may also be used for repairing 
worn screw holes in wood such as: windows, 
doors, furniture, boats, etc. 


ATTRACTIVELY PACKAGED 
and PRICED! 


#156 JUNIOR CAR- 
TON (Retail 59%) 
Enough to fix approx. 








roy. HOLLOW 


py alone 
< used for SOLID 
and with 
















50 screws. Also avail- 
able in larger size 
” packages for com- 
mercial users — all 
fast moving values. 


Attractive 2 Color 
SELF-SELLING MERCHANDISER 
Holds-shows-SELLS 24 
packages of PHILPLUG 
and 24 envelopes of PHIL- 
STOPS. 


Another NEW ENG- 
LAND CARBIDE 
LEADER — Sales- 
mate of N. E. Carbide- 
Tipped MASONRY 
BITS and ALADDIN 
Carbide KNIFE 
SHARPENER 


Try PHILPLUG your- 
self — and learn why it is 
a best-sciler everywhere. 


{NEW ENGLAND CARBIDE TOOL CO., INC. 
55-6 Commercial St., Medford, Mass. 


Please send me more information and FREE 
| sample of PHILPLUG. 














! 

NAME ; 
{FIRM | 
| STREET | 
erry ___ starz ______} 
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NEW PRODUCTS 








174—VERSATILE TOOL for do-it- 
yourselfers and professionals, “Li'l 
Jimmie” can be used for removing 
baseboard, picture and floor molding 
without damaging surfaces. Overall 
length of 10” makes it excellent for 
such jobs as laying floors, fitting 
doors, etc.—Red Devil Tools. 





175—DOUBLE SAFETY GRIP “La- 
trobe” pipe or conduit clamps are cad- 
mium plated and have a safety bite of 
case hardened steel. They are easily 
attached to steel frame work without 
drilling. Come in 10 sizes for pipe or 
conduit from %” to 4”.—Fullman 
Manufacturing Co. 
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176—RUST PROOF trash burner built 
of extra-heavy steel and coated with 
porcelain, has an extra large 24 gal- 
lon capacity. Burner keeps fire intact 
and off the ground with no scorching. 
Wind won’t tip it over. Vented for 
clean, fast burning.—Fowler Manu- 
facturing Co. 





177— TITAN HEATERS for home 
and farm, or in the office, plant or 
workshop, are available in popular 
price ranges to satisfy the luxury 
shopper or the budget-minded buyer. 
“Console,” Model 126, has push but- 
ton controls, and is finished in two- 
tone enamel.—Titan Sales Corp. 





178 —MAGNETIC SOAP HOLDER 
now brings new convenience, neatness 
and safety to bathroom, shower stall, 
ete., with a floating magnet which 
holds soap by means of a small stain- 
less steel disc pressed into soap. 
Holder is mounted to wall with ad- 
hesive. Retails at $1.00.—Eric Wahl- 
quist. 





179—SUPER-POWER RADIO, weigh- 
ing only 2! lbs., measures 71,” wide 
by 544” high and 23%,” deep, is ideal 
for the home, automobile, beach and 
the mountains. Radio operates on 
only four standard flashlight cells for 
power, giving up to 700 hours of op- 
eration.—Detectron Corporation. 
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Easier TO CUT 


Mr. Raymond J. McGrath, owner of 
South Oak Park (Ill.) Hardware, test-cut 
four well-known brands of single-strength 
window glass identified only as A, B, C 
and D. He picked brand “C” .. . L“:O-F 
window glass . . . every time. So did 28 out 
of 30 dealers who made the same “‘blind- 
fold”? test. Mr. McGrath said: ‘“The cutter 
runs free and easy . . . and the glass breaks 
quicker and easier, without any chips’. 


Easier TO SELL 


This L°O-F label identifies quality glass 
wherever it is seen. People know this label— 
it is appearing 216 million times in 1956 
advertising alone! And every time it ap- 
pears it adds to the already strong prefer- 
ence for L‘O’F glass. This preference 
means faster, easier sales for yous 


Easver 
TO MERCHANDISE 


This 9” by 12” window glass counter card 
with easel back helps build your window 
glass profits through visual merchandising. 
It’s a constant reminder to customers to 
stop and buy replacement glass. Order 
WG-22 now from your Libbey*Owens’ 
Ford Distributor (listed under ‘‘Glass’’ in 
your phone book). For further informa- 
tion, write to Dept. 6996, Libbey-Owens’ 
Ford Glass Company, 608 Madison Ave- 
nue, Toledo 3, Ohio. 





the easy-to-cut WINDOW GLASS 
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TO RECEIVE ANY OF THIS PRINTED MATTER CIRCLE NUMBER 


DEWALT, INC., has issued a color- 
ful two-page booklet discussing the 
operations and uses of the company’s 
multi-purpose “Power Shop” ma- 
chines. Booklet includes detailed de- 
scriptions of various mechanical move- 
ments of the radial arm type machine; 
more than one hundred actual opera- 
tion photographs showing the applica- 
tion of the basic machine and its vari- 
ous accessories to the woodworking 
needs of the craftsman, etc. The front 
and back covers picture the basic 
“Power Shop” machine housed in mod- 
ern-motif workbench, offering the dual 
advantage of floor space saving and 
a clear work surface for shop opera- 
tions not involving the use of the 
machine. 

For Details Circle 214 on INQUIRY CARD 


“THE IDEAL AUTOMATIC OP- 
ERATOR FOR SWING-TYPE DOORS 
.-- FOR EVERY TYPE OF BUILD- 
ING,” an Invisible Dor-Man folder re- 
leased by Dor-O-Matic Div., Republic 
Industries, Inc., describes in detail all 
eight models of the new line of the 
Invisible Dor-Man, the “automatic, 
concealed, noiseless” door operator. 

Folder explains and illustrates how 
the carpet-actuated and handle-actu- 
ated units work, covers all construc- 
tion information and spells out the 
details of “positive control,” “back- 
check,” “latching speed,” and the var- 
ious safety, economy and service fea- 
tures in the improved line. 

For Details Circle 215 on INQUIRY CARD 


“HIDDEN ASSETS,” a 4-color 
“comic-book” brochure carries a help- 
ful and informative message about 
the advantage of self-service remodel- 
ing. Brochure graphically illustrates 
what happens to business when a store 
becomes cluttered, explaining how 
easily and economically self-service 
modernization can be accomplished 
with Hirsh Steel Shelving Uprights. 
Copy of booklet may be obtained from 
S. A. Hirsh Mfg. Co. 

For Details Circle 216 on INQUIRY CARD 
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THE W. H. MAZE COMPANY has 
now made available a_ pocket-size 
handbook, giving the dealer and 
builder factual information and speci- 
fications for its new line of rust-re- 
sistant stormguard nails. The storm- 
guard handbook assists the dealer and 
builders to select the proper type and 
quantity of threaded or plain shank 
nails for best results with all exterior 
applications. A handy two-page chart 
gives specific data on sizes and quan- 
tity of nails to use for various types 
of roofing, siding and trim as recom- 
mended by leading trade associations. 

For Details Circle 217 on INQUIRY CARD 


SOUTHERN SCREW has just an- 
nounced the release of a “Stock Guide” 
for its Los Angeles Warehouse. Illus- 
trated are Southern’s line of wood 
screws, machine screws, A&B tapping 
screws, carriage bolts, stove bolts and 
hanger bolts. A special feature of the 
back cover is a map showing the ex- 
act location of the warehouse. 

For Details Circle 218 on INQUIRY CARD 





“THE HANG OF THINGS,” a 20-page 
two-color illustrated booklet offered 
by Star Expansion is described as the 
“How To” book on fastening every 
type fixture to any type material. 
Booklet is designed for easy reference 
in selection of the right fasteners for 
the specific job. 
For Details Circle 219 on INQUIRY CARD 





ROCKWELL BULLETIN, an eight- 
page, fold-out bulletin, issued by 
Rockwell Manufacturing Company’s 
Delta Power Tool Div., features photo- 
illustrated descriptions and condensed 
specifications of the principal Delta 
power tools. 

On the reverse side of the bulletin 
are photographs of Delta tools in use 
in maintenance departments, school 
shops, custom shops, pattern shops 
and on production lines and construc- 
tion jobs. 

For Details Circle 220 on INQUIRY CARD 


THE MODERN KEY TO MONEY 
MANAGEMENT, 24-page booklet 
printed in red and black with cartoon 
illustrations, published by Financial 
Counsellors, Inc. This booklet is pro- 
moted as an education in scientific 
money management. It is good for 
merchants as well as credit customers 
they serve. Additional copies can be 
had if you have special customers to 
whom you would like to give a copy. 

For Details Circle 221 on INQUIRY CARD 


ACCO REGISTERED CABLE- 
LAID WIRE ROPE SLINGS WALL 
CHART, designed for display in fac- 
tories, foundries, industrial plants, 
railroad shops, etc., has been made 
available by the Wire Rope Sling 
Dept., American Chain & Cable Com- 
pany, Inc. The Chart lists various ap- 
plications through sketches, sling di- 
ameters in inches, wire rope construc- 
tion features, and lifting capacities in 
pounds. 

For Details Circle 222 on INQUIRY CARD 


“THE ABC’S OF MODERN PLAS- 
TICS,” tells in 48 pages the story of 
the making of plastics and plastic 
products from natural resources into 
auto bodies or shower curtains. The 
Big Four of modern plastics, phenolic, 
vinyl, polystyrene and polyethylene, 
are explored in greater detail in the 
last eight pages of the booklet. The 
booklet is available from the Bakelite 
Company, Div. of Union Carbide and 
Carbon Corporation. 

For Details Circle 223 on INQUIRY CARD 
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FREE LITERATURE 





GENERAL ELECTRIC, as part of 
its “Light for Living-Outdoors” pro- 
gram, is offering utility companies a 
comprehensive sales aid package that 
includes educational information, pro- 
motional material and display and 
sales aids. Included in the kit are the 
following aids: Lighting Engineer’s 
handbook, “Creating Your Own Vis- 
tas,” Outdoor Wiring Handbook, TV 
Film Commercials, etc. In addition, 
kit includes publicity releases the 
utility can use to stimulate consumer 
interest, reprints of G. E. trade and 
consumer magazine ads, sample radio 
and TV spot announcements, news- 
paper ad mats, and a packet of point- 
of-sale material. 

For Details Circle 224 on INQUIRY CARD 


“A PROFITABLE APPROACH TO 
THE SELECTION OF STEEL PROC- 
ESSING CONVEYOR BELTS,” a 16- 
page booklet offered by The Colorado 
Fuel and Iron Corporation discusses 
the company’s Wissco line of stand- 
ard steel processing belts which will 
handle more than 90 per cent of all 
conveyorized processes requiring the 
durability and strength of a plain or 
stainless steel belt. Booklet gives 
complete specifications and outlines a 
simplified plan for selecting the right 
belt to meet specific needs. 
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ARCHITECT AND BUILDER’S 
COMPLETE FILE of specifications 
for glazing aluminum, steel, and wood 
sash has been developed for the con- 
venience of builders, contractors and 
architects by the W. S. McGuffie & Co. 
The seven-page file contains list of 
11 glazing rules as a guide to leak- 
proof windows, in addition to federal 
specifications for steel sash. 

For Details Circle 226 on INQUIRY CARD 


“SCOTCH” brand pressure sensi- 
tive tapes are described in a new 
four page manual made available by 
Minnesota Mining and Manufacturing 
Co. 

Thirteen specific examples of tape 
uses, illustrated with on-the-scene 
photographs, show how tapes can be 
employed to seal joints in concrete 
forms and cartons used in void con- 
struction and also to splice concrete 
curing blanket sections. 

For Details Circle 227 on INQUIRY CARD 


COLOR SELECTION GUIDE for 
colored stitching wire is now available 
from Acme Steel Company. Chart 
contains color chips which can be 
used to match, harmonize or contrast 
Colorstitch with colors of fibre display 
or shipping boxes. Sample chips on 
chart indicate the 12 shades in which 
Colorstitch is available. 

For Details Circle 228 on INQUIRY CARD 
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NTA 


i \ dhe) weary 
SALES MAKER 


with chain cutter 


rolls up fast, 
profitable self- 





service sales! 


Chain sales are virtually automatic 
from the Taylor Chain Sales Maker. 
Customers step right up and help them- 
selves to any of seven types and 
sizes of weldless, sash or bright chain. 

That’s why wholesalers and dealers 
| alike say it’s a self-service chain depart- 

ment in itself—the most profitable 
two square feet of floor space in their 
| store. Put a Taylor Chain Sales Maker 

to work in your store and see for 
yourself what it will do for you! 


RITITITITITITITITT TTT 





maintains a complete line of all types of chain 


| TAYLOR CHAIN 
| 


fittings and attachments 


oh 


Cold Shuts 


For repairing Coil Chain. 
Use one size larger than 
chain itself. Nine sizes. 
Finish — self-colored. 





<Clevis Grab Hooks 


Drop forged, carbon 
steel clevis grab and 
slip hooks. Available 
in six sizes. Finish — 
self-colored. 


Regular 
Grab Hooks > 


Drop forged, carbon 
steel grab and slip 
hooks. Available in 
nine sizes. Finish— 
self-colored. 





S$. G. TAYLOR CHAIN COMPANY 


Plants in H d, indi 





Pittsburgh, Pennsylvania 


Contact your nearest 
jobber for all types of... 
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Repair and Lap Links 


Twelve sizes. Finish — bright. 


OCC 


Connecting Links 


For connecting and repairing. 
Stronger than Proof Coil. 13 sizes. 
Seif-colored or hot galvanized. 


Taytor Mabe 
kde 








L. A. 
Luedtke 


Reynolds 
Allen 








PLAQUE, second in a _ row, for 
Wholesale Firm of the Year is pre- 
sented in San Francisco to Verne 
Garehime (right), president of Gare- 
hime Corporation, San Francisco, by 
Krueger B. Jacobsen, secretary-man- 
ager of the California Retail Hard- 
ware Association. 





BEING IN THE WINNERS CIRCLE 
pays off again with a check to Ralph 
Blackburn, salesman for Garehime 
Corporation, who this year won sec- 
ond place as Wholesaler Salesman of 
the Year. Here he receives check 
from Krueger B. Jacobsen, secretary- 
manager of California Retail Hard- 
ware Association. 
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Westerners Cop Top Awards 
at National Hardware Meet 


ESTERNERS, again, walked 

off with top retailing and 
wholesaling honors for Hard- 
ware Week awarded by the Na- 
tional Retail Hardware Associa- 
tion during the organization’s 
57th Annual Congress in To- 
ronto, Canada, July 22-26, in 
conjunction with the Canadian 
Retail Hardware Association. 

John Knox, owner of Knox’s 
Hardware, Santa Ana, Calif., 
was named “Hardware Week 
Retailer of the Year” for his 
promotional tie-in with irha 
Hardware Week. 

A San Francisco wholesaler, 
Garehime Corporation, walked 
off with the first place award as 
Wholesale Firm of the Year. 
This was a repeat for Verne 
Garehime, whose firm also won 
the award last year. 

A Garehime salesman, Ralph 
Blackburn, who won first place 
as Wholesaler Salesman of the 
Year last year, was runner-up 
this year, to come in for second 
place. 

The Royal York Hotel in To- 
ronto was headquarters for the 
combined congress of the Amer- 
ican and Canadian associations. 
The two groups announced their 
affiliation at last year’s conven- 
tion in Buffalo, New York. 

Westerners not only walked 
away with many of the top 
awards at the convention, but 
a Western dealer, Reynolds 
Allen, owner of George E. Allen 
Hardware, Salem, Oregon, was 
one of the featured speakers 
whose address was a highlight 
of the meeting. 

Mr. Allen’s subject was credit 
selling, and in his speech, en- 
titled “In God We Trust, All 
Others Cash,” he drew a con- 
trast between yesterday’s and 
today’s customer. 

“A generation ago, consumers 
purchased an item only when 
desire, need and ready cash 





were all three at hand,” he told 
the group. 

In describing today’s cus- 

tomer he said, “Today, desire of 
ownership, alone, is responsible 
for a huge percentage of our to- 
tal purchases. Need has become 
a less and less important fact- 
or.” 
Mr. Allen’s description of to- 
day’s credit customer was, “The 
young couples who are forming 
America’s new homes in 1956 
buy WHAT they want, WHEN 
they want it, and THINK they 
need it, ON a budget plan whose 
future payments worry them 
not a bit. This is not exactly 
irresponsible buying, for they 
soon learn that they can’t exist 
without a credit record that is 
acceptable to retailers and lend- 
ers, so in one way or another 
they manage to keep up their 
payments.” 

Mr. Allen cited his own store, 
as well as other Northwestern 
stores as examples, and told the 
delegates that it was a mistake 
to sell these credit customers 
short. 

Pinpointing the hardware in- 
dustry in other speeches before 
the group were: Charles L. Hil- 
dreth, president of the National 
Wholesaler Hardware Associa- 
tion; Mark J. Lacey, president 
of the American Hardware Man- 
ufacturers Association; Hoyt P. 
Steele, president of Benjamin 
Electric Company; Jack Lacy, 
president of the Lacy Sales In- 
stitute; John D. Bell, assistant 
national promotion manager 
Chevrolet Motor Division; and 
Russell R. Mueller, managing di- 
rector of the National Retail 
Hardware Association. 

L. A. Luedtke, veteran Fair- 
mont, Minnesota, hardware 
dealer, was named president of 
the association, succeeding 
Harry H. Meyer, Shawano, Wis. 
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: yiTH ANNU AL W 
NATIONAL HARDW ARE SHO" 


R 
AWN, GARDEN & ouUTDOO 


M in NEW YORK — 
ietinie 


INCLUDING THE | 


new COLISEU A 
OCTOBER 1, 2, 3, 4 


Y 
pon THe TRADE OFF 


at the 







World’s Newest, Most >} i 
Modern Showplace 


THE ENTIRE NATIONAL TRADE MARKET 
X SPREAD BEFORE YOU IN EVERY DETAIL... 
/ ALL AT ONE TIME . . . UNDER ONE ROOF 


More than $2,000,000 in samples displayed 
and demonstrated. 


More than 1000 leading manufacturers exhibiting. 
More than 300,000 sq. ft. of floor space 3 

in displays and exhibits. — ee 

More than 1000 brand new products introduced 
to buyers for the first time.. a 

More than 50,000 items presented for your 
inspection and comparison. 


Plan now for profit! Fill in and return the registration 
coupon today. Your admission badge, which will admit you 
without further registration, will be mailed to you. 


Get the complete picture . . . at the industry’s great merchandising event. 


See tinea, nae eT Re ee ee 


NATIONAL HARDWARE SHOW 


T I suite 1103, 331 Madison Ave., New York 17, NLY. ! 
A i NAL | Please check below if you wish us to make hotel reservations for you. 
| (Please Print) 







+ + He F 

















i 
| NAME TITLE 
HARDWARE SHOW | ™ | 
1 STREET i 
at the new COLISEUM CITY STATE 
in NEW YORK CITY _, TYPE OF BUSINESS } 
1 Please check below the classification of your business. i 
| [-] Wholesaler [_] Retailer (_] Dept. & Chain Store Buyer i 
me please fill out coupon and mail ‘= i 0 Importer-Exporter [_] Mfgrs’ Agent [_] Manufacturer [_] Other 
Sy [_] Please send us your hotel reservation blank. ! 
Minors under 18 yrs. of age will not be admitted under any circumstances. I 


a ae ARE ee ee ee eos 
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On A SAFAR 


/...10 
DRILL YOU WANT! 





IT'S SO MUCH 
Easter with 


“owe 


DRILL 
DISPLAY 


| 5 


| 
= ill " 
SS 


an 

PILFER PROOF 
STIMULATES IMPULSE BUYING 
KEEPS RIGHT SIZE IN RIGHT PLACE 
MAKES INVENTORYING EASY 


ene 


CONTACT YOUR JOBBER OR — 
Sa ean ERE eS a MR 
HENRY L. HANSON COMPANY 


27 UNION ST. WORCESTER, MASS. 
You are invited te Booth 156—National Hardware Show 
Fer Details Circle 52 on INQUIRY CARD 
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SCHEDULE OF CONVENTIONS AND SHOWS 


Sept. 23-25 CHRISTMAS GIFT SHOW, at Biltmore Hotel, Los An- 
geles. (George L. Pascoe, Trade Shows, Ltd., 672 So. 
Lafayette Park Place, Los Angeles 57) 


NATIONAL HARDWARE SHOW, at New York Coliseum, 
N. Y. (Frank Yeager, Dir. 331 Madison Ave., New York 17) 


AMERICAN HARDWARE MANUFACTURING ASSO- 
CIATION AND CONVENTION, at Atlantic City, N. J. 
(Arthur L. Faubel, Secretary, 8342 Madison Ave., N. Y. 17) 


NATIONAL WHOLESALE HARDWARE ASSOCIA- 
TION CONVENTION at Atlantic City, N. J. (Thomas 
A. Fernley, Executive Secretary, 1900 Arch St., Phila- 
delphia, Pa.) 


NATIONAL GARDEN SUPPLY DEALERS SHOW, at 
Navy Pier, Chicago. Headquarters Hotel Morrison, Chi- 
cago, Ill.) 


INTERMOUNTAIN ASSOCIATION HARDWARE AND 
IMPLEMENT DEALERS CONVENTION, at Hotel Utah, 
Salt Lake City, Utah. (Leon L. Weeks, Secretary, 308 
Continental Bank Bldg., Boise, Idaho) 


44th CALIFORNIA GIFT SHOW, at Merchandise Mart, 
Brack Shops, Alexandria & Biltmore, Los Angeles. (George 
L. Pascoe, Trade Shows, Ltd., 672 South Lafayette Park 
Place, La. 57) 


MOUNTAIN STATES HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, at Cosmopolitan Hotel, 
Denver, Colo. (Francis W. Reich, 1283 Spruce St., Boulder, 
Colo.) 


PACIFIC NORTHWEST HARDWARE & IMPLEMENT 
ASSOCIATION MEET, at Davenport Hotel, Spokane, 
Wash. (Malcolm Smith, Secretary, 210 Empire State Bldg., 
Spokane 1, Wash.) 


NORTH COAST RETAIL HARDWARE ASSOCIATION 
CONVENTION AND HARDWARE INDUSTRY SHOW, 
at Senator Auditorium, Seattle, Wash. (Martin W. Danko, 
Managing Director, Rt. 12, Box 109, Fife Square, Tacoma) 


WESTERN CHINA, GLASS. GIFT, JEWELRY, TOY, 
STATIONERY AND HOUSEWARES SHOW, at Civic 
Aud., Sheraton-Palace, St. Francis and Sir Francis Drake 
Hotels, and West. Merch. Mart, San Francisco, Calif. (Kay 
Leber, WMEA, 1355 Market St., San Francisco, Calif.) 


PORTLAND GIFT SHOW, at Public Auditorium and 
Plaza Hotel, Portland, Oregon. (Kay Leber, WMEA, 1355 
Market St., San Francisco 3) 


CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND SHOW, headquarters, Fairmont 
Hotel, San Francisco. (Krueger B. Jacobsen, 122 9th St., 
San Francisco 3) 


Feb. 17-20 PACIFIC NORTHWEST GIFT SHOW, at Civic Aud., 
Olympic and New Wash. Hotels, Seattle, Wash. (Otto H. 
Grigg, Rm. 1120, 416 W. 8th St., Los Angeles 14) 


Feb. 17-22 ALLIED GIFT & JEWELRY SHOW, Hotel Adolphus, 


Dallas, Texas. (Allied Exhibitors, Inc., 3832 Wilshire Blvd., 
Los Angeles, Calif.) 


Feb. 19-21 PACIFIC SOUTHWEST HARDWARE ASSOCIATION, 
convention—Long Beach Auditorium, Long Beach, Calif. 
(Otto H. Grigg, Rm. 1120, 416 W. 8th St., L. A. 14) 
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PACKAGES FIRST 
Petrie -- 0a 


~ ae * 


TRANSPOSED SHELVES did a surprising job of selling the highest priced 
packages in garden supply lines, according to owner G. C. Kasserman of 
Eastgate Hardware Company, Portland. The widest shelf was placed on top 
with the narrowest at the third level. This was originally done for displaying 
toys so that large, high-ticket toy items could be displayed at eye level. When 
the season was over rather than change the position of the shelves, Mr. 
Kasserman tried putting the largest packages of pesticides on top, the medium 
sizes in between and the smallest packages on the third shelf. He was greatly 
surprised to find that this method tripled the sales of the larger packages, 
doubled the sales of the medium size packages on the second shelf, while the 
gemall size sales remained the same as previous season. This represented a 
complete increase in business. For example, one line shown in picture has a 
price of $2.95 for the largest package, $1.85 for the medium size and $1.00 for 
the smallest size. Where there are two or three different size packages, Mr. 
Kasserman believes this method far superior in displaying merchandise than 
the old method of the smallest and lowest priced first. He also points out 
that with the smallest size shelf in third position, all customers can see 
everything on the base platform of the gondola. 


adie ee 


WESTERN FIRM MAKES STANLEY TOOL FIXTURE 


r 4 1. oe 
ose, “adaware lene Naam ~ RE 
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THIS WALL TOOL DISPLAY FIXTURE, which fills a long time need, is 
available from Garhime Corporation, 450 Townsend Street, San Francisco. It 
is manufactured by Daley Display Fixtures, Redwood City, California. The unit 
is 15 ft long; complete with canopy and lighting, perforated deck and adjustable 
shelves, glass dividers, snap-in clips, and price tag molding. It can be added to 
at any time in multiples of 30 in., and comes in seven Daley decorator colors. 
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Special Fixture 
For Electrics 


A 20 percent increase in the 
sale of small electric appliances 
was scored the first year at 
Weatherman Hardware Co., 
Englewood, Colorado, after man- 
ager Harry Weatherman built an 
overhead canopy above the elec- 
trical household needs for, “as- 
sociated electrics.” 

Formerly electric fans, irons, 
heating pads, electric space 
heaters, and similar items, were 
shown at a separate location. 
However, noting that a heavy in- 
crease in population was bring- 
ing more homeowners in to buy 
fuses, outlets, junction boxes, 
electrical replacement items, etc., 
Weatherman decided to capital- 
ize on the traffic with the canopy. 

The “ceiling,” below the top 
of the fixture was used to show 
some two dozen small, inex- 
pensive overhead lighting fix- 
tures including novelty lantern 
lamps, bathroom lighting fix- 
tures, replacement items, etc. 
These, formerly carried on an 
“aecommodation basis,” began 
selling rapidly. “Getting small 
electrical supplies and small elec- 
trical appliances together has 
proven directly beneficial to the 
sales of both,” Weatherman 
summed up. 


LARGER ITEMS such as fans and 
heaters are displayed on the glass 
shelves above small electrical supply 
sections as well as on the top plat- 
form. 
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KLEIN 


PLIERS © 


NATIONALLY 
ADVERTISED 
TO HELP YOU 


The Reds . 
Are After me? 
a meee bale 


esate SAQA 
en Regret 


1 « Geer COUNTE 


For many years Klein Pliers 
have been nationally advertised 
in America’s leading magazines. 


Today, bigger promotion on 
Klein Pliers means larger sales 
and greater profit for you. 


For every genuine pair of 
Kleins you sell, you have made 
more than a profit—you have 
made a satisfied customer. 


Place a Klein self-service dis- 
play on your counter and you 
will find that Klein Pliers help 


sell themselves. 


Mathias KLEIN & Sons 

Established 1857 hacage UA 
200 McCORMICK ROAD »- CHICAGO 45. ILI 
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NEWS. ... about People and Firms (Continued from Page 27) 
MILLER DAISY G 3 
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WILL DIRECT 
FAR WESTERN 
TOY CLUB 

IN °56 


LAI Cc 
PY WS ENFAT L 


SAN FRANCISCO—THREE MEMBERS of the new officers of the Far 
Western Toy Club of San Francisco, California, Inc., in appropriate toy set- 
ting nail down last minute details on the picnic that the club held at Tilden 
Park in the hills back of Berkeley, Calif., on August 26. The new officers (left 
to right), who were inducted July 16, during annual Summer Market Week 
luncheon, are: Robert Wagonhurst, W. Sidebottom Co., 1st vice president; W. 
A. (Bill) O’Brien, Ward Francis Co., president; and M. A. (Mort) Kahn, 
secretary. Other officers not shown are: S. W. K. Von Stetten, Von Stetten 
Associates, treasurer; and H. (Herb) Chase, toy buyer for the White House. 


2nd vice president. 


R B & W Names Two 

Russell, Burdsall & Ward Bolt and 
Nut Company has announced the ap- 
pointment of James M. Dill, Jr., as 
assistant to vice president-sales, and 
Ward K. Jones as assistant office sales 
manager. Both Mr. Dill and Mr. Jones 
have been with the company since 
1946. 

Mr. Dill, whose office will be at 
R B & W’s headquarters in Port 
Chester, N. Y., previously worked in 
the company’s Chicago sales depart- 
ment. 


American Pad Is Seventy-five 

The American Pad & Textile Com- 
pany is celebrating its 75 years of 
experience in progress of the com- 
pany in Greenfield, Ohio this year. 

The firm now makes Tapatco brand 
life-saving equipment, sleeping bags, 
hunting and fishing clothes and other 
outdoor products. 

The 75-year story of Tapatco is 
typical of the change that has taken 
place in America as it literally 
started as a manufacturer of horse 
collar pads. This product is still be- 
ing made, but is a much smaller part 
of the total output of the plant. 

The present management acquired 
the control of the company in 1945, 
and one of the first moves was to 
institute a research program for 
product development and improve- 
ment. Among several companies pur- 
chased by the new management was 
Wilber & Son, Fairfield, California, 
makers of marine safety equipment 
and tents. 


Hemsworth Joins Natl. Can 
Willard L. Hemsworth has joined 
National Can Corporation as sales 
manager of the Housewares Division, 
it was announced by Robert S. Solin- 
sky, president. He will be headquar- 
tered at the executive offices in Chi- 
cago. Mr. Hemsworth for several 
years has been Midwestern regional 
manager for CBS television and radio 
sets, and RCA Estate ranges. Prior 
to these assignments he had three 
years in the housewares field as sales 
manager for Camfield toasters. 


Vinton Co. Elects Officers 

New officers were elected recently at 
The Vinton Company, N.W. Fifth 
Avenue and Couch Street, Portland 9, 
Oregon. J. E. Moylan was re-elected 
president of the firm. Allen Myers was 
elected vice president; Helen Heiden- 
reich, secretary; Dale Whitley, trea- 
turer; with the balance of the board 
of directors made up of George Tup- 
per, Mrs. Lottie Thompson and Mrs. 
Olive Vinton. 


Moto-Mower Ups Greene 

Allen W. Greene has been named 
general manager of the Moto-Mower 
Division, plant of Detroit Harvester. 
He succeeds Ray Hohman who has 
been transferred to Detroit head- 
quarters of Detroit Harvester for a 
new executive assignment. 

Mr. Greene, who has been sales 
manager of Moto-Mower since No- 
vember, 1958, will be succeeded by 
Joe Louda who has served as his as- 
sistant since October, 1954. 
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TOOL BOX PACKAGE 


A tested, proven, profitable promotion 
of 6 OUTSTANDING, 
FAST SELLING TOOL BOXES 


Give your customer variety without top heavy inventories. 
These six extra profitable boxes are the leading sellers in 
stores from coast to coast because they are America's top 
value with a full markup for the dealer. Order your 
Combo ‘*6" today, and you will See why Simonsen is the 
First Choice of Mechanics and Tool Box Buyers. 









All with 
HASP & STAPLE 
> Arrangement 
for 
Padlocks 





” 6 aw {| 141T—14" x 7)" x 6%" 
161MT—16" x 7¥_” x 5%" 
T9ODL—19" x 7Y_” x 5%" 
191LB—19" x 74" x 8” 
162716" x 7Y¥_" x7” 
reshipping. 164T—16" x 8Yy" x 10Y%)" 
Seamiess Drawn Boxes. 


Master packed 
for convenience, 














America's greatest Tool Box Promotion! 


Write for your catalog of the complete Simonsen line. . . 
America’s largest selection. 


SIMONSEN INDUSTRIES, INC. - 1414 Ss. Michigan Ave., Chicago 5, Ill. 
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CHEARS YOU CAN ADJUST ! 


DELUXE 


oe: LEENCUT 
MICRO- TENSION ADJUSTMENT 


Women everywhere who have tried Deluxe Kleencut 
Shears say, “They're wonderful! | can set my 
shears any time with a penny so they always feel 
just right!” 

It's a fact—whether they cut filmy silk or rugged 
corduroy, DELUXE KLEENCUT SHEARS with Micro- 
Tension Adjustment always trim neater and more 
comfortably—and—no more loose, sloppy blades! 
But Micro-Tension adjustment is only one reason 
why women like DELUXE KLEENCUT SHEARS. Look 
at these others: 

1. Beautiful high lustre nickel finish. 

2. Down-to-earth low prices. 

3. Double guaranteed quality. 

4. Handsome, up-to-date styling. 

You'll like the DELUXE KLEENCUT line, too, because 
it’s backed by National Advertising, Smart Mer- 
chandising — and — you're sure of a BIG PROFIT! 




























~*~ 


Retail Ea. 
iy Nickel Plated $1.98 









Handles 3 ts (Fully Nickel Plated) - Don’t pass up a sure-fire money maker — Order 
113¢ 7” Enameled Handles --$1-52 © oe a” Sharp Points --- > er Deluxe Kleencut Shears Now! 
113C 8” Enameled Handles ..3 ” Sharp —_ rope 079 See your j iobber or write 
ape’ : 
BENT Teeally, Nickel Plated. 2% 3S 6 St ae 
135¢ 8” Enameled Handles . “FORTY: EIGHT PAIRS IN ALL THE ACME SHEAR COMPANY 






FOUR oe oF EACH— 
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Mustache Coup 


Maybe Handlebar Harry’s 
brushwork can cut a wide swath 
through a head of beer, but APB 
brooms make a cleaner sweep 
on heavy duty jobs. All dirt and 
dust get the brush-off from APB 
brooms. Wet or dry, APB 
brooms won’t mat or mildew. 
They defy most acids and cor- 
rosive materials, APB brooms 
sweep clean. 


AMERICAN 

/\ PUSH BROOM 
COMPANY 

li =\ 114 FERN STREET 


SAN FRANCISCO, CALIF. * ORdway 3-8891 
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when they say 

“HAND SAW” 
you say 

SANDVIK 


Sandvik STEEL INC. 


Saw & Too! Division 


1702 Nevins Road, Fair Lawn, N. J 


3206 
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TUBBS CORDAGE COMPANY CELEBRATES 100TH ANNIVERSARY 





IT MUST HAVE BEEN A WHALE OF A JOB that this coil of rope was manu- 
factured for back in 1910 by Tubbs Cordage Company, San Francisco, who cele- 
brated their 100th year of ropemaking in July 23. It was on that date, 1856, 
that the first piece of rope ever produced west of New England was manufac- 
tured by the firm, then known as Tubbs & Co. The outgrowth of a ship chan- 
dlery firm, Tubbs & Co., was founded by the brothers Alfred L. and Hiram, 
Tubbs. The present Tubbs mill, at 22nd and Iowa Streets, San Francisco, is 
located on the exact site of the original rope mill. One building, called the “Rope 
Walk,” remains intact today, almost as it was constructed a century ago. 


WINNERS IN MARSHALL-WELL'S PORTLAND CONTEST 


JACKPOT for Mr. and Mrs. Otis Sinnett of 8101 S.E. Wing Street, Portland, 
who won a recent Marshall Wells major appliance contest in the Portland area, 
was this Zenith washing machine and dryer, being presented by Matt Goetz, 
owner of the Matt Goetz Hardware Company, 5600 S.E. 82nd Avenue, Portland. 
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MODERNIZE ano PROFITIZE with 
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OVER-COUNTER MERCHANDISERS 











Increase sales space as much as . 
70% with over-counter display equipment. 









Reeve Shure Sell hardware and glass available Pid ys every ype 
of over-counter merchandiser. Remember “one in the bin is 
worth two in the box.” 


KNIFE EDGE 
BRACKETS 


OVER-COUNTER 
STANDARDS 


Adjustable every inch. Heavy 

duty. Brackets available for build- 
ups of every type including center 
base, end base and channel base. 


LARGE STANDARDS AND BRACKETS 
BEES N FD FOR HEAVY LOADS... 


Quick, simple, economical installation 
of open shelf display space. Shelves 
adjustable at one inch intervals, 
Standards and brackets in a wide 
selection of sizes. 


SHELF STANDARD #44 — Accommodates dou- 
ble wall brackets of Series #81 and #41, Heavy 
steel. For surface or flush ys installation. 
Lengths: 24”, 36”, 48”, 60”, 72” 


~SHELF STANDARD #40 ae as above but 


designed for single bracket. 


BRACKETS #81 — Heavy steel. Easily 
removable for adjustability of shelves. 
Bracket hooks for maximum leverage. 
Holes for fastening wooden shelves to 
brackets or inserting rubber buttons for 
glass shelves. Left and right brackets 
available. Lengths: 8”, 12”, 
Angle brackets 8” and 12”, 
FREE! Big Descriptive Catalog 
Each type of display item from ticket 
holders to complete display units fully 
illustrated and described in this new 
catalog. Full of valuable information on 
display assembly and modern store 
engineering. Send for it today. 


REEVE COMPANY 


MANUFACTURERS 


Graduated sizes from 4” to 
20”. Angle brackets 6” 
to 16”, 









~~ 
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SELL THEM ALL... PROFITABLY! 


Why not stock and sell all these fast-moving Cooper Ther- 
mometers? There’s one for every household need . . . every 
one a money maker. Get the details 

Write for information about the Cooper Line. 


Two Great Outdoor Thermometers 








LOOK THRU 
Large translucent dial gives 


LITCHFIELD 


America's finest outdoor ther- 
mometer. Rustproof. Com- fine visibility. Rustproof ad- 
pletely adjustable. $5 justable bracket. . $2 


SUGGESTED RETAIL PRICE SUGGESTED RETAIL PRIC 
Two New Indoor Thermometers 





SANTA FE MONTEREY 
Brand new classic design in Modern, smart, attractive. Three 
| | three finishes. finishes. 


SUGGESTED RETAIL PRICE $] -50 SUSCESTED RETAIL PRICE $] 50 


Two Sensational Kitchen Thermometers 


FRY - WELL 
Sturdy thermom- 
eter for deep fat 
frying. Packed in 


ingenious new 





“blister” display 
card. “ 
a PURPOSE 
Roast meat thermometer. 
$].49 Can be used in oven, bar- 
ss becue and rotisseries. At- 





tractively carded. 
SUGGESTED RETAIL PRICE 


$2. 


Show These Two Great Displays 
No. 1500 Display, 
Left, Features 4 
Cooper room ther- 
mometers in the 
popular copper fin- 
ish. 

No. 2000 Display, 
Right, Four Kitchen 








Thermometers . . . 
Roast Meat, Fat 
Frying, Oven and 
Refrigerator. 
Write for 
Prices of these 





two assortments 


THE COOPER THERMOMETER COMPANY 
105 Main Street, Pequabuck, Conn. 
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show ’em 
this plier... 


Talo mm 40) 0 & & 


+} —| 





CHAN we] | LOCK 


<a 





i For a longer profit per sale... SELL QUALITY 


! £4) 7 2 4 » 
SS 4 Ly fy Fe {? ° 
S4s5htbhe/ a A 
hed had Made fad 
| 
SELL THE COMPLETE CHANNELLOCK LINE 


A sale is in the making every 
time your customers “heft” a 
Channellock 420 plier. The rea- 
son? No other plier does so many 
jobs so well. It grips any shape 

.. of any size (%” thru 1%") 
... with a grip like a pipe wrench. 
This all ’round usefulness is the 
reason why more and more house- 
holders . . . as well as mechanics 

. want and buy Channellock 
420. So make the Channellock line 
your plier line . . . and let the 


Channellock 420 lead the way to. 
greater profits for you. 





CHAMPION DEARMENT TOOL COMPANY 
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HONOLULU DEALERS were 
shown the Westinghouse 1956 major 
appliance lines and the “Watch West- 
inghouse” program recently at the 
Reef Hotel on Waikiki Beach. With 
palm trees and Diamond Head pro- 
viding a colorful background, Walter 
T. Baker, Pacific Coast regional man- 
ager for firm’s major appliances, 
demonstrates new electric range for 
Miss Gladys Wilhelm. There were 98 
dealer representatives at the showing. 


Cutlery Association Elects 


George J. Michel, vice president, 
H. Boker & Company, was elected 
president of the American Cutlery 
Manufacturers Association at the an- 
nual meeting of the group in New 
York in June. He succeeds John O. 
Woodsome, president of Lamson & 
Goodnow Manufacturing Company. 

Joseph D. Gallery, general man- 
ager of Russell-Harrington Cutlery 
Company was elected vice president, 


| and Robert F. Chrestensen, president 


of Ontario Knife Company, was 


| elected treasurer. 


Free Candy Moves Models 


Max Hadfield, owner-operator of 
the Modern Trend Hardware and 
Hobby Store, Logan, Utah, boosted 
business in the model department by 
a free offer designed to appeal to all 
youngsters. 

For a limited time, the Logan store 
gave a free candy bar with the pur- 
chase of any model from the store’s 
model hobby bar, regardless of price. 

“Funny thing,” Owner Hadfield 
said, “but the free candy bar offered 
really upped model sales.” 


Named Whirlpool Distributors 


Appointments of RCA Victor Dis- 
tributing Corp., Los Angeles, and 
Jerry Achtenhagen & Sons, Inc., San 
Diego, as distributors of RCA Whirl- 
pool home laundry appliances has been 
announced by Whirlpool-Seeger Corp. 


SHOW 1956 LINES IN HONOLULU 





POWER TOOL SHOWCASES 








FLEET OF “SHOWCASES ON 
WHEELS” (top) has been put into 
service by Haven Saw and Tool Com- 
pany, Oakland, to provide better ser- 
vice to their dealers. Each power tool 
salesman is equipped with a station 
wagon large enough to carry a small 
shopful of tools in back. This en- 
ables each salesman to carry his line 
right to the dealer for demonstration 
purposes, and even enables him to aid 
the dealer at the retail level by demon- 
strating power units in dealer’s store. 
Interior set-up of mobile display units 
is shown (bottom) through rear door 
of station wagon. 


Gamble-Skogmo Names Two 


The appointment of Fred A. Law- 
rence as Advertising Manager and 
Phil S. Klocksien as Assistant Adver- 
tising Manager of Gamble-Skogmo, 
Inc., Minneapolis, was announced by 
Carl Raugust, Vice President in 
Charge of Merchandising. 

Mr. Lawrence has been with the 
organization since 1948, and will now 
handle all phases of national and 
local advertising for Gamble-Skogmo, 
Inc., wholesale - retail merchandising 
firm which operates more than 300 
company-owned stores and has over 
1,800 authorized dealers in 21 states 
and Canada. 


Thompson Buys A. & H. 
Products 


Orville Thompson has recently an- 
nounced that he has become the sole 
owner of A. & H. Products Co., Spo- 
kane, Washington, having acquired 
the interests of his partner, Geo. 
Taylor. 

At the same time he also announced 
that Warp Brothers, one of the firm’s 
principals, has extended his territory 
so that he now covers Northern Cal- 
ifornia, Utah, and Alberta and Sas- 
katchewan, Canada in addition to 
Idaho, Montana, Nevada, Oregon and 
Washington. 


HARDWARE WORLD 
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One-Piece E-Z Cup Hooks 
Packaged one hundred per box 
© in 6 popular sizes. Nickel or 
© brass finish. Also popular 7/4" 
hooks carded 5 to a card in 6 
colors and in nickel and brass. 


Self-Screw Utility Hooks 
Packaged one hundred per 
box. The only small utility hook 
for every home, store or factory 
use. Bright plated finishes. Also 2 
per card, 25 cents per box. 





The nuts with 100! 
uses! All popular 
thread sizes. 
Bright finishes, 
clean threads, 
strong, durable. 4 
popular sizes in 
attractive counter 
display assort- 
ment. All standard 
thread sizes; pack- 
aged 100 per box. Also 
available in bulk. 











Eye rings, round rings, of die cast 
zinc alloy. All standard sizes and 
finishes. Rustproof, attractive, eco- 
nomical. Stock delivery. 


GRIES SCREEN CLIPS 

















For screens and storm windows. Rustproof 
zinc alloy. Plain Clips—Flush, '/4'' and 
7/16" sizes, packaged 100 to box, including 
self-tapping screws. Spring Screen 
Clip—7/16" (for frame sizes, ¥% to 
15/16), boxed 100 sets, including 
machine screws, springs and bodie 


For drain cocks, hot water and steam 
heating relief valves, radiators, etc. 
A solid one-piece die casting. 
Nickel plated. Length %'', wing 
width 13/16", barrel width 5/16". 
100 per box. 





_ SEE THEM ALL ON DISPLAY AT 


The GRIES exhibit is your Hard- 
ware Show "must" stop! See 
the complete, top-quality GR! 
line—your guarantee of quicker 


sales, faster turnover, bigger profits! 
Don't fail to vsiit Booth 126A! 
Jobbers—write today for catalog e. 
Yo sheets and prices! 
8 
i; GRIES REPRODUCER CORP. 


World's foremost producer of small die castings 
132 Beechwood Avenue, New Rochelle, N. Y. 
NEw Rochelle 3-8600 
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CAULKING 
COMPOUND 
CARTRIDGE 


@ No costly overruns 

@ No messy spillouts 

@ May be used in any Standard 
Cartridge Gun 


With the new cartridge you get results 


































































































Dual Compartment Plunger is the Answer 
to Neat, Low Cost Cautking Jobs 


Armstrong ‘‘Flow-Control’”’ 
an Cartridge is equipped with a 
| {Pgege diaphragm action retractable 
i / { plunger. It provides immediate 
i release of pressure which stops 
the flow of caulking compound 
i when plunger rod on gun is 
‘| disengaged. Plunger rod is dis- 
W engaged from ratchet by turn- 
= ing rod or using trigger release 
when provided. 

Another advantage of the 
dual compartment plunger is 
its provision for expansion and 
contraction of the caulking compound when 
stored in high or low temperature. This feature 
eliminates any possible strain on the cartridge 
sidewall. 


Complete Information upon Request 

















When plunger rod is disen- 
goged, inner compartment 
moves back to position shown 
by dotted line, releasing 
pressure which stops flow of 
caulking compound. 


Est. 1911 





THE ARMSTRONG COMPANY 

GENERAL OFFICES and Laboratories 

1001 E. 103rd St., Chicago 28, Mlinois. 

Other plants: Detroit * Dallas + Richmond, Calif. + Charlotte, N. C. 
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Sylvania Opens L. A. Building 


LOS ANGELES—A new, modern 
87,000 - square-foot warehouse and 
sales office to serve Southern Cali- 
fornia and nearby Western states was 
opened recently by Sylvania Electric 
Products, Inc. 

The new single-story building, lo- 
cated on five acres of property at 
6505 East Gayhart Street in the Cen- 
tral Manufacturing District, has twice 
the storage area of the former Los 
Angeles facility of Sylvania at 2936 
East 46 Street. 


KING COTTON 


CLOTHESLINE 





it’s TOUGH 


ITWILL LasT 


~ ae Bee: 


TOUGHER 


TIGHTER 


BRAID Whirlpool Names Flint Dist. 


SALT LAKE CITY—Flint Distrib- 
uting Company here has been ap- 
pointed distributor of RCA Whirlpool 
home laundry appliances replacing 
Strevell-Paterson Hardware Company. 
Flint also continues as distributor of 
RCA Whirlpool freezers, air condi- 
tioners, and built-in ranges, and RCA 
Estate ranges. 


PROTECTIVE 
BAG 


DISPLAY 
PACKAGED 


Send for samples 
giving us your Jobber’s Name. 


Los Angeles P & K Changes 
Luncheon Site and Date 


The Los Angeles Pot & Kettle Club 
has announced a new location and a 
new meeting date for their weekly 
luncheon meeting. 

They are meeting in the new Cham- 
ber of Commerce building at 404 
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bCo\tbanle)e)ol-an atcl: 
FULLER money-making 


specials like this — 





Put this rainbow" 
bucket next to your cash register 
and watch it SELL! Assortment f 
2329—40 - top - quality extra-large ¢ 
mechanic's screwdrivers retailing j 

at only 29 ea.—3 for 79. It's 4 
even hotter than our #319 Bucket 4 ah 
of Screwdrivers your FULLER 
jobber is re-ordering re ularly. 
Order #329 TODAY—keep your ; 
¥ Summer business hopping! ' 


Ask your jobber's salesman 
about other FULLER 
SPECIALS 

At the New York Show: 
Booth 70 
At Atlantic City Show: 


Booth 915 


| FULLER | TOOL COMPANY, INC. 
} (4 3522 Webster Avenue, New York 67 ; 


7 





QUIRY CARD 


ones rm es < 
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South Bixel Street, and the club will 
meet at 12 o’clock on Thursday rather 
than on Tuesday, as they had in the 
past. 


CELEBRATES 10th ANNIVERSARY 





GOVERNOR LEO HOEGH (left) of 
Iowa presents Donald Thomas, presi- 
dent and founder of the Clinton Ma- 
chine Company, with the 5,000,000th 
engine made by the company. The 
presentation of the gold-plated en- 
gine was a highlight of a celebration 
marking the 10th anniversary of the 
founding of the firm. 


IN MEMORIAM 





GEORGE L. MESSICK 


George L. Messick, 76, head of 
George L. Messick Hardware Com- 
pany, Colusa, Calif., died July 26 in a 
Sacramento hospital following a heart 
attack. A native Californian, for the 
past 50 years he was one of Colusa’s 
leading businessmen. 

He is survived by his widow, Har- 
riet, and a sister, Mrs. Sarah Bock- 
man of Oroville, Calif. 


EMIL G. CRONBACH 


Emil G. Cronbach, 74, a buyer and 
assistant department manager for E. 
Gottschalk and Company, Fresno, 
Calif., died July 14, in Winnipeg, 
Canada, en route home from a Euro- 
pean vacation trip. Mr. Cronbach was 
born in Tennessee and came to Fresno 
from San Francisco in 1910. He went 
to work for Gottschalk’s the same 
year and had been with the firm con- 
tinuously since then. 

He is survived by his widow, Mrs. 
Cora Mae Cronbach, a son, Dr. Lee 
J. Cronbach, who is now in London 
with the United States Navy, and a 
daughter, Mrs. Helen Harmon of 
Orinda, Calif. 


HARDWARE WORLD 











SAVE 60%, 


OF YOUR 
CATALOG COST 


Introducing the 


SELF-SERVICE PLAN 


THE FIRST SOUND PLAN FOR CATALOG ECONOMY 


First: to recognize the value of local compiling as a necessary 
* economy. 
to provide technical printing assistance without costly 


First: equipment outlay. 
First: to provide a flexible method to adapt salesmen’'s 
* advance copy to final catalog production. 


First: 


to provide a method that will minimize the effect 
of price changes during catalog production. 


WRITE’ TODAY for full particulars. 
QUAD-line Typesetting — 


HARDWARE CATALOG DIVISION 


QUAD.line Typesetting (Established 1952) 


Address Correspondence to: 212 East 3rd Street, Los Angeles 13, California 
PLANT—345 E. Garvey Ave., Monterey Park, Calif. (7 miles from Los Angeles) 
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JUST SLIP IT ON! 


GRIPP-STRIP* BRONZE DOOR SHOE 


Self-fastening and adjustable from ‘s" to ‘e", 
it closes sill crack. 


DON'T MISS SEEING AND STOCKING THIS OUT- 
STANDING NEW BRONZE WEATHERSTRIP LINE FOR 
THE “UDU" TRADE THIS SEASON 


STIKK-STRIP* BRONZE FRAME STRIP 


Self-fastening for door or window frames. Quickly 
and easily attached without fools, nails, or skill. 
Vastly better. Provides a professional-grade job at 
one-third a contractor's price. Efficient and sightly. 


NOTHING REMOTELY LIKE IT 


Expertly made, responsibly guaranteed, it opens 
volume weatherstrip sales to you. Send for the good 
news today. 


ADHESIVE METALS COMPANY 
2555 East 25th St., Los Angeles 58, Calif. 
* US and Foreign Patents Pending 
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the FINEST tools 
YOUR CUSTOMERS CAN BUY 


( HAT \ EK AIR-CUSHIONED 


PRECISION-BALANCED HAMMERS 





THE GREAT NECK ONE 
PIECE FORGED-STEEL 


Combines the best 
in tool workmanship 
with the finest of tool 
steel. Unsurpassed, 
one-piece hand tool 
that permits effort- 
less wrist motion. 
Electrically hard- 
ened mirror polished 
head and rubber 
cushioned grip 
makes this hammer 
a must for today’s 
working pleasure. 


THE GREAT NECK 
TUBULAR 


Perfectly balanced 
its all steel from head 
to handle. Tough 
Tubular alloy tool- 
steel shaft can’t bend 
or break. Shaft is 
permanently locked 
into electrically 
heat-treated, forged- 
steel head—balanced 
to produce extra 
power. Modern air- 
cushioned non-slip 
rubber grip is per- 
manently fused to 
the shaft to absorb 
shock. 


No. HA-4 
HALF 
HATCHET 





STYLES: Curved and Straight Claw for everyone: home- 
owners, craftsmen, professionals. 16 oz. and 20 oz. heads — 
packed 4 per box. Individually boxed for Xmas and for year- 
round gift-giving. il aan ee 

NATIONAL HARDWARE SHOW 

Oct. 1 to 5—Booths 168-169 
WRITE FOR COMPLETE CATALOG 
OF TOOLS AND KITS FOR EVERYONE 


GREAT NECK 


SAW MANUFACTURERS, INC 
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SANTAS AND MISSES HIT THE BOARDWALK AT HOUSEWARES SHOW 


CHRISTMAS IN JULY hit the Atlantic City Boardwalk during the National 
Housewares Show, as Landers, Frary & Clark staged a parade of Santa 
Clauses and Bathing Beauties urging on-lookers to “Join the Santa Claus Club,” 
a consumer and dealer contest featuring 901 prizes that the firm announced at 
the show. Santas carried signs urging the traditional “Shop Early for Christ- 


mas” theme. 


Berns Names S.F. Firm 


Eichorn & Melchior, San Francisco, 
has been appointed to service the 
Northern California area by Berns 


Air King, manufacturers of kitchen 
fans, range hoods and window venti- 
lating fans. The territory will be from 
Fresno to the northern Calif. border. 


Marshall-Wells Makes 
Changes in Portland 


Three persons have been named to 
Portland posts in recent weeks. J. I. 
Alrick, formerly supervisor Duluth, 
Minnesota office, has been appointed 
to position of Stores Division manager 
at the Portland division of the firm. 

N. H. Mathy, formerly of First 
Investors Syndicate, New York City, 
has been appointed assistant to Mr. 
Alrick, 

W. G. Ronald, formerly Stores Divi- 
sion manager, has been appointed to 
assistant sales manager, working with 
William Wilson, sales manager Port- 
land region. 


Hayes Joins Bethlehem 
Publications Department 


SAN FRANCISCO —Richard E. 
Hayes, 34, former publicity director 
of the California State Chamber of 
Commerce, has been appointed publi- 
cations representative for Bethlehem 
Pacific for the San Francisco district. 
Announcement was made by Willard 
S. Briscoe, manager of publications. 
In his new position, Hayes will handle 
press relations for the company’s steel 
plant in South San Francisco, Fabri- 
cating Works in Alameda and other 
activities of the company in the Bay 
Area and Northern California. 





WILSHIRE brings (/Gamow to fireplaces with NEW Engawed SCREENS! 


Beautiful new. Wilshire screens feature top bars that are hand-engraved 


with sparkling gold and silver designs. Matching engraved sets. 


Screens retail as low as $50.00. C 


bles, as low as $135.00. 





* WRITE FOR NEW 48-PAGE “WILSHIRE ‘CATALOG! Se Rat, s 
xs ~ Ge on Se See 89 ee Es 


oe, YE Fo te, 
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MARSHALLTOWN TROWEL COMPANY - 
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MARSHALLTOWN, IOWA 
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THIS IS YOUR PAINT 


# The guaranteed quality products YOU asked for 

4 At the competitive prices YOU asked for 

# With the long profits YOU asked for 

@ And the aggressive local merchandising YOU asked for 
+ Based on a survey of over 6000 Western paint dealers 


A Project of the Bing Crosby Research Institute 


DEALERS NOW BEING APPOINTED—WRITE 
FOR LITERATURE 


M ™ Crosby Paint Products 


ANNING 


hiattatee §=6500 Second Street San Francisco, California 
M imeem ~=Licensed Manufacturer Manning-Mitchell Paint Co. 
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TRASH BURNER 


A better burner! — built to outlast 
ordinary burners 3 or 4 times. Large 
24 gallon capacity. Burns trash safely 
outdoors. Extra-heavy steel, coated 
inside and out with durable, rust- 
proof porcelain. Can't be tipped by 
wind, Keeps fire intact, above ground; 
no scorching. Priced low to sell in 
volume. 


Write for full details 


FOWLER MFG CO 2545 S$. E. Gladstone St. 
e s Portland 2, Oregon 
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~(CHICAGO)- 
SPRING HINGES 
Spring Hinges of Quality 


Trim and Streamlined .. . the 
“Simplex” Spring Hinge is designed 
to harmonize with the most modern 
requirements in builders’ hardware. 
Application direct to door casing 
without the use of a hanging strip 
is both simple and economical, re- 
quiring a mortise cut in the door 


Double Acting Type BU9001  °™!¥- 


Chicago Spring Hinge Company. 


1500 CARROLL AVE., CHICAGO 7, ILL. 
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HYDRANTS 


Assure uninterrupted outdoor 
water service the year around. The 
shutoff valve is below the frost line. 
All brass and copper. Valve assembly 
removable. Ideal for homes, farms, 
tourist courts, trailer parks, golf 
courses, factories and cottages. Write 
for Bulletin 1001. 


Order from your jobber 


STRATAFLO PRODUCTS, INC, 
FORT WAYNE 1, INDIANA 
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Look 
toN 
the ‘ 
Leader... 


. 


























J 


*AUTOMATIC 


SCREWDRI 





for 
these 
exclusive 
and importagl 
— 


Gripper recedes into 
handle for full blade | 


use. 


@ Lok-Blok makes blade | 


twist, impact proof. 


@ Chrome Vanadium 


Steel Blades. 











Unbreakable Insulat- | 


ing Handles. 


Models for All Types 


Screws. 
Hand-Ground Bits. 


Outstanding Merchan- | 


dising Aids, Powerful 
National Advertising. 


ORDER THRU YOUR JOBBER 


UPSON BROS., INC., ROCHESTER 14, WN. Y. 
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INDEX TO ADVERTISERS 





(This index is 
care is taken 


iblished as a convenience and not as a part 
index correctly and no allowance will be made for errors or failure to insert 


of the advertising contract. Buoy 





Note: Figures in parenthesis () refer 
to Inquiry Card Number which can be 
circled on inquiry card on page 72 
desiring further 


about advertisement. 


when information 


The Acme Shear Co. 

Adhesive Metals Co. 

Aluminum Goods Mfg. Co. (2).. 

American Chain & Cable Co. 
American Chain Div. 
Pennsylvania Lawn Mower Div. (40).71, 

American Floor Surfacing Machine Co. ... 

American Push Broom Co. 

American Steel & Wire Co. ..... 

O. Ames Company 

Animal Trap Co. 

The Armstrong Co. 

Arvey Corporation 


.Second Cover 


of America . 


Bethlehem Pacific Coast Steel Corp. 
H. Boker & Co., Inc. 
The Brearley Co. 


Champion DeArment Tool Co. 

Chicago Spring Hinge Co. 

Columbia-Geneva Steel Div., 
Corp. 

Continental Seale Corp. 

The Cooper Thermometer Co. 


Cummins Portable Electric 
Oster Mfg. Co. 


Tools, John 


K. H. Davis Wire & Cable Corp. 
Diamond Calk Horseshoe Co. 


Evans Rule Company 


Fowler Manufacturing Co. 
Fuller Tool Co. 


General Metalware Co. 

General Paint Corp. 

Gibson Good Tools, Inc. 

Globe Union, Inc. 

The Grabler Manufacturing Co. ( 


John H. Graham & Co., Inc. (1) 
Front Cover, 98 


Great Neck Saw Manufacturers, Inc. 
Gries Reproducer Corp. 


Henry tis Hanson Co. 

Hardware Catalog Div., 
setting 

Hyde Manufacturing Co. 


Quad-Line Type- 


J 


Johnston Lawn Mower Corp. 


Mathias Klein & Son 
Knape & Vogt Mfg. Co. 





L 


Landers, Frary & Clark (Universal ene. 
ucts) 


Lavelle Rubber Co. 
Libbey-Owens-Ford Glass Co. 
Lincoln Metal Products Co. 
The Lufkin Rule Co. 


Manning-Mitchell Paint Co. 

Marshalltown Trowel Co. 

Metal Ware Corp. 

The Midland Company 

Robert E. Miller & Co., I 

Milwaukee File Co. 

Milwaukee Tool & Equipment Co. 
Mission Cordage Co. 

Moe Light Div., Thomas Industries, Ine... 


N 


National Hardware Show, Inc. 
National Lock Co. 

National Paint & Varnish Co. 
New England Carbide Tool Co., Inc. 
Nicholson File Company .. 

N. & N. Sales Co. 


John Oster Mfg. Co., Cummins Portable 
Electric Tools 


Ox Fibre Brush Co., Inc. 


P 


Pennsylvania Lawn Mower Div., 


Ameri- 
ean Chain & Cable Co. (40) 7 


Red Devil Tools (83) 
Reeve Company 
Resinite Sales Corp. 


8 


ety Saw & Tool Corp., Sandvik Steel 
iv. 

Savage Arms Corp., Lawn Mower Div. 
Schrager & McGuire 

Silver Lake Co. 

Simonsen Industries, Inc. 

Strataflo Products, Inc. 
Swan Rubber Co. (28) 


veeteanucs 35, 36, 37, 38 


T 


S. G. Taylor Chain Co. 

Thomas Industries, Inc., Moe Light Div... 
True-Temper Corp. 

Tubbs Cordage Co. 


United States Steel Corp., Subsidiaries 
American Steel & Wire Co. ........ 2, 16, 42 
Columbia-Geneva Steel Div. 

U. S. Steel Products, Boyco Div 

U. S. Steel Corp., Cyclone Fence Div.... 
Utica Drop Forge & Tool Corp. 
Upson Brothers, Inc. ... 


w 


The Washburn Company (84) 
Wilshire Manufacturing Co. 
The Wood Shovel & Tool Co. 


Yardley Plastics, Inc. 
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GIBSON 


4 GRIPPER CLIPS 


Keep Things in Place 


Bright nickel finish * Need no adjusting 
No jutting points * Retail for 10¢ in East 
Double spring for greater holding power 
Large size grips 34” to 114” diameter 
Small size grips 14” to 7%” diameter 

GIBSON GOOD TOOLS, INC. SIDNEY 9, N. Y. 


West Coast: T. F. Richardson, 280 Seventh St., S$. F. 3, Calif. 
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5 Years on the Market... DEPTH BOMB 


| TRADE-MARK REG. U.S. PAT. OFF, 
alt 


a The Modern Plumber's Helper 


pet Scientifically designed to push against water pres- 
sure to eject any material clogged in pipes. 
Bell-like shape prevents water from pushing back 
the sides as in ordinary plungers. 

Causes vacuumatic action that forces out dirt. 
Especially ridged for greater strength and durability. 
Will fit over any bowl, any bathtub or any type sink. 
Even eliminates corn husks and other debris from 
garbage disposal. 


lf not available at Jobber 
Write Direct List 92.95 


N & N SALES CO. 


5535 Agra St. Bell Gardens, Calif. 
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EASIEST 


to 1/100 of an 


Can be adjusted ( 
inch. U 


SAFEST 


ADJUSTABLE 
MIRROR & PICTURE 
HANGERS 


Sets of 2 douwble-hole Sets a 
pemawe holds up to 150 eS niae see 
S. Ibs. 


ONE-TIME SETTING of the S & M wireless adjustable 
hangers keeps mirrors and pictures level indefinitely. 
No wires needed. Hangers, which come with spe- 
cial nails, form a two-way steel grip . . . ends 
tilting, slanting and continuous realignment, be- 
cause hangers are adjustable to 1/100 of an inch. 
Absolutely safe for the heaviest mirrors and pictures. 
Sets of double-hole and also single-hole hangers are 
packaged on a card containing self-sales message 
and instructions. 


Send for details and 
price list. 


SCHRAGER & McGUIRE 


1355 Market Street San Francisco 3, Calif. 
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Get Ready For 
SELF-SERVICE 


To get the full advantages out of a self- 
service type of operation, layout, fixtures, 
and special departmental arrangements are 
necessary. 


OUR STORE IMPROVEMENT KIT... 

will help you to achieve the kind of set-up 
you want when you change over to self- 
service. 


It contains a large graph sheet and scaled 
modules, representing table and wall fix- 
tures, along with many ideas and complete 
instructions for effecting changes in store 
layout, full modernization or step-by-step 
improvements. Our readers may procure 
this valuable kit for one dollar ($1.00). 


Just circle the Inquiry Number (Appear- 
ing below this ad) on one of the Reader 
Service Cards between pages 68 and 69 
and you will receive the kit and invoice 
promptly. 


HARDWARE WORLD SERVICE BUREAU 














El Camino Brand—1-900 
SISAL TWINE 


ALL CELLOPHANE WRAPPED 


TENSIL STRENGTH OF 57 
POUNDS 


NOT OILED — ABSOLUTELY 
STAINLESS 


ALL PURPOSE TWINE — 1001 
USES FOR HOME, GARDEN & 
INDUSTRY 


@ SMOOTH—PLIABLE. KIND TO 
YOUR HANDS 


@ MIGHTY MIDGET OF THE 
SISAL FAMILY 
—PUT UPS— 


1 LB. BALLS: Approx. 100 Ib. bales. 10 balls package. 
packages per bale. — 


Ya LB. BALLS: 100 Ib. bales. 12 balls package. 
packages ae na sis 


V/3 LB. a ae 100 Ib. bales. 12 balls per pockege. 25 
packages per 


Place your orders now. 
Win sales, profits and friends. 


WAREHOUSES—Sepuiveda, Calif. — New Orleans, La. 
For further information send for price and catalogue sheets. 


We solicit? inquiries on all types of sisal twines. 
Fer quality and price—write 


A PRODUCT OF 


MISSION CORDAGE CO. 
8928 Sepulveda Bivd., Sepulveda, Cal. 
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FOR SALES 
Producing Hardware, Steel and 
Industrial Catalogs 
Call 
Western Catalog Service 
(Established in 1942) 
Catalog compilation and production 
letterpress or offset processes. Tam 
C. Gibbs, Publisher, 2010 Center 
Street, Berkeley 3, Calif. Phone— 
AShberry 3-2321 





INTERIOR DECORATION 
HOME STUDY 


Announcing new home study course 
in Interior Decoration. For profes- 
sional or personal use. Fine field for 
men and women. Practical basic train- 
ing. Approved supervised method. 
Low tuition. Easy payments. Free 
booklet. Chicago School of Interior 
Decoration, 835 Diversey Parkway, 
Dept. 5516, Chicago 14. 





FOR SALE 


Hardware & Sporting Goods Store, 
Well located in San Jose, owner re- 
tiring, no fixtures or good will to buy. 
Stock at inventory, approximately 
$25,000. Terms on good security. Long 
lease. Mission Hardware and Sporting 
Goods, 724 N. 13th San Jose, Calif. 





FOR LEASE 
Beautiful Store 50 x 88’ in heart of 
thriving business district in Pacific 
Avenue. Ideal for hardware business 
—in fact, most any business. Free 
parking in rear. V. Covert Martin, 
2121 Beverly Place, Stockton 4, Calif. 





Announcements in this section are inserted at the rate of ten 
cents per word, including address or box number, with a minimum 
charge of $2.00 per issue, payable in advance. Send copy to 1355 
Market Street, San Francisco 3, California. 





ITIES 


SHOPPING CENTER SPACE FOR 
LEASE—PRIME LOCATION FOR 
HARDWARE STORE 


Largest Center in entire region. 60 
air conditioned stores. Readied for 
occupancy without expense to tenant. 
Occupancy in 56 if desired. 100,000 
population within 4 miles. 47 acres, 
3000 car parking. Many nationally 
known tenants. Riverside Plaza, P.O. 
Box 2087 Magnolia Center Sta., River- 
side, Calif. Tel. OVerland 4-5445. 


Seattle Man Wins Contest 


SEATTLE—K. M. Wilkins of the 
Graybar Electric Company, here, was 
the June winner in the Universal 
“Sizzlegram” contest which brought 
him a $50 check from Electric House- 
wares Division of Landers, Frary & 
Clark. The contest, which runs 
throughout this year is based on sub- 
mitted sales techniques and slogans 
submitted by retail and distributor 
salesmen. 








APPLIANCE & TIRE STORE So. W. 
Oregon in 4 top cities. 5 stores. Netted 
$75,000 last yr. Top franchises. Es- 
tablished 1920. Owner retiring. Stores 
may be purchased separately or to- 
gether. Priced right. Dept. #23181. 


AUTO & HARDWARE STORE, W. 
C. La. Compl. line toys, sport equip., 
appl., ete. Well-est. Attrac. bldg. 
27 x 70. Write now to Dept. #7534. 


HARDWARE STORE, No. E. New 
Jersey. Netted $10,000 last yr. Also 
handles equip. rental. Ideal corner 
loc. Land & bldg. Optional. Ultra- 
mdrn. Compl. equip. Well-estab. Ill 
health forces sale. Priced low. Dept. 
# 42019. 


HARDWARE STORE, So. E. Florida. 
Handles general lines of hardware, 
paint, floor coverings, auto accesso- 


CHAS. FORD & ASSOC., INC., 6425 Hollywood Blvd., 
Los Angeles 28, Calif. 


ries, etc. Good location on main blvd., 
fast growing city. Priced low for 
quick sale. Dept. #76382. 


HARDWARE STORE, So. Cen. 
Texas. XInt. profits. Ideal mn. st. 
loc. in top city. ‘Compl. discount 
house Whlsle. & ret. Fully equipped. 
Ill health forces sale. Priced right. 
Dept. #7593. 


HARDWARE STORE, South West 
Ark. in impt. trade city. Retails top 
products. XInt. profits. Ideal loc. 
Compl. Equip. Establ. 1948. Other 
interests require sale Priced low. 
Dept. #7584. 


HARDWARE STORE, No. Cen. 
Texas. Xint. profits. Establ. 1923. 
Compl. equip. Also handles appliances. 
Other interests force sale. Priced 
right. Dept. #7500. 


























DOMES oF SILENCE 
RUBBER CUSHION FURNITURE GLIDES 
NEW DISPLAY BOX 


Contains 1 Dozen Cards of 
either %', %" or 1" Domes 


PROMPT SHIPMENT 


Ask your jobber, 1 he Is not su 
ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 


CONTAINER 
AND 

CARDS IN 

3 COLORS 


COLORFUL .. . EYE-CATCHING 
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Red Devil makes the best scrapers 
in the world— and advertises them 
to 10 million potential customers 
regularly in Better Homes and Gar- 
dens--Popular Science—Popular Me- 
chanics— Farm publications and many 
other magazines. 

This creates a big demand for Red 
Devil Scrapers. A demand that will 
mean a bigger turnover—more profits 
with 40% or more discount—when 
you sell Red Devil—the world’s num- 
ber one scraper: 


show! 


Extra easy storing. All Red 





Red Devil Super-Sharp high carbon steel 
blades are reversible and replaceable without 
tools or trouble. Blades are available plain 
or serrated—and give you added sales and 
profits when you stock them. 


Union, N. J., U.S.A. 


World’s Largest Manufacturer of Painters’ and Glaziers’ Tools Since 1872. 


Devil wood scrapers have hole 
drilled in handle for hanging. 


Your Biggest Profit Line 


with 40% or more discount and 





because they sell faster! 


long 


CS1—Carbide blade 
lasts 100 times longer. 


RS 23—The NEW RED HED—with RED- 
BLADE which flashes DANGER when open 
Locks, automatically, open and closed 


10 A little gem 


fect for 








really big 
sellers 


50 Finest spade type 
overall 
double blade 


Holder Trigger control gives 


sondpaper. This holder makes 
good sanding jobs quick and easy. (No. 9A hat 
sponge rubber base for added re 1ency, and give 


No. 8—Pistol grip is 
reversible—gives added 
power and comfort 


No.13—Famous Red 
Devil Jak-Nife scraper 


14 — Super long 
handle — 14” overall 


SEE US AT THE NAT'L HARDWARE SHOW 
BOOTH +13, N. Y. COLISEUM, OCT. 1-5 








NS 
(ANDROCK:) 
| — «are 
HOUSEWARES im. Yosene 


KITCHEN TOOLS EQUIPMENT 


icon BASKET BROILERS ‘ 
Sy Steel 


Colander Strainers 
and 
Food Strainers 


Leading line of 
barbecue tools 








STOVES 








No. 330 
Barbecue Stove shown. 
Complete line. 














SKEWERS 


ANDROCK 

















Nut Meat Chopper Onion Chopper 








3” to 30” 


FLOUR 


c 


Kebabs, Shish Kebabs, 
Stainless Steel. 


Frorved BARBECUE TOOLS 


Good Housekeeping 
< Py 











: Reddick _ Little Giant 
Roast Rack Dish Drainers < No. 200 No. 205 


THE WASHBURN COMPANY © Worcester, Mass. © Rockford, Ill. 


-~ 
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